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I. MARKET IMG OVERVIEW 

M*r 

INDUSTRY SHARE TRENDS 

- PHILIP MORRIS EXHIBITING HEALTHY LONG TERM GROWTH AT 
EXPENSE OF KEY CATEGORY PLAYERS 




1 . 9 . 8 2 .. 1985 -198A _ -1.98.5_ 1986 


CHANGE 
1986 VS. 
- 1982 


PHILIP MORRIS 

32.8% 

34.4% 

35.3% 

35.9% 

36.8% 

+4.0 PTS. 

R.J.R. NABISCO 

33.4 

31.5 

31.6 

31.6 

32.3 

-1.1 

BROWN & WILLIAMSON 

13.3 

11.5 

11.3 

11.9 

11.7 

-1.6 

LORILLARD 

8.7 

9.2 

8.2 

8.1 

8.1 

-0 .6 

AMERICAN BRANDS 

8.9 

8 . 6 

7.9 

7.5 

7.2 

-1.7 

LIGGETT 

2,.9, 

... - 

5.7 

_-JLO 

3.9 

tit CL 


TOTAL 


100.0% 100.0% 100.0% 100.0% 100.0% 


NA 


SOURCE: MAXWELL 
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MARKETING OVERVIEW (CONT'D) 


INDUSTRY VOLUME 

- PHILIP MORRIS ONLY MANUFACTURER EXPERIENCING VOLUME GROWTH 
DESPITE CATEGORY DECLINE 

0 PHILIP MORRIS; 101.3 BILLION UNITS (+0.8% YA) 

0 CATEGORY; 274.6 BILLION UNITS (-2.4% YA) 



Y.QLUME 




1MLLIQN 

-LIMITS) 




19.86 . 

-CHANGE % 

1M7(1ST HALF) 

CHANGE 

PHILIP MORRIS 

214.6 

+0.5 

101.3 

+ 0.8 

R.J.R. NABISCO 

188.3 

+0.1 

91.4 

-0.2 

BROWN & WILLIAMSON 

68.0 

-3.9 

29.0 

-10.5 

LORILLARD 

47.4 

-1.8 

23.4 

-4.5 

AMERICAN BRANDS 

41.8 

-6.6 

19.3 

-7.2 

LIGGETT 

22.7 

i231.2 

.10.2 

-11.3 

TOTAL 

582.8 

-2.1 

274.6 

-2.4 
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I. MARKETING OVERVIEW (CONT'D) 

LEADING BRANDS SHARE TRENDS 

MARLBORO #1 BRAND, SPEARHEADING PHILIP MORRIS GROWTH 

BRAND SHAKE TRENDS 
(%) 


CHANGE 
1986 VS 


BRAND 

1982 

1983 

1984 , 

1985 

1986 

1982 

MARLBORO 

19.2% 

20.1% 

21.52 

22.4% 

23.0% 

+3.8 PT 

WINSTON (R.J.R.) 

13.2 

11.9 

11.7 

11.3 

11.2 

-2.0 

SALEM (R.J.R.) 

8.8 

8.1 

8.1 

7.9 

7.8 

-1.0 

KOOL (B&W) 

8.2 

7.1 

7.0 

6.7 

6.5 

-1.7 

BENSON s HEDGES 

4,8 

5,0 

4.9 

4,7 

4,4 

"0,4 

TOTAL 

54.2% 

52.2% 

53.2% 

53.0% 

52.9% 

-1.3 


SOURCE: MAXWELL ~ L? 

oo 

o 
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(CONT'D) 


MARLBORO EXHIBITING HEALTHY GROWTH AS #1 BRAND 
0 64.2 BILLION UNITS (+2.6% VERSUS YA) 


WML 


LhLANGi 


4 


MARLBORO 

WINSTON* 

SALEM 

KOOL 

CAMEL* 

NEWPORT 

BENSON & HEDGES 

MERIT 

VANTAGE* 

PALL MALL* 

TOTAL 


134.2 

65.3 

45.2 
36.9 

25.1 

22.3 

25.4 

23.2 
18.7 


415.2 


+0.7 

-3.3 

-4.2 

- 8.8 

-2.9 

+9.7 

-8.3 

-4.3 

-5.6 


-2.3 


64.2 

31.2 

21.6 

15.7 
11.9 
11.6 
11.1 

10.7 
9.0 


195.4 


+ 2.6 

-2.5 

-2.4 

-11.5 

-3.5 

+2.5 

-8.5 

-2.5 

-2.9 


- 2.2 


'KEY NM - NPM COMPETITORS 


SOURCE: MAXWELL 
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I. MARKETING OVERVIEW (CONT'D) 

6R0 W T Q EP 0RT . UNITY 

RECENT MARLBORO GROWTH PRIMARILY DUE TO STRENGTH OF LOW TAR LINE 
EXTENSION (MARLBORO LIGHTS) 

FRANCHISE STRENGTH SUPPORTED BY KEY MARKETING PROGRAMS 

- CONSISTENT/IMPACTFUL ADVERTISING TARGETED AGAINST KEY 
DEMOGRAPHIC GROUPS 

- EVENTS PROMOTIONS DESIGNED TO GENERATE BRAND AWARENESS 

- RETAIL PROMOTIONS VIA CONSUMER INCENTIVES TO STRENGTHEN 
MARLBORO'S PRESENCE AT POINT OF SALE 

- DIRECT MAIL TO ESTABLISH USER DATABASE AND SPRINGBOARD FOR 
IMPLEMENTATION OF OFFENSIVE/DEFENSIVE PROGRAMS 


FUTURE GROWTH OPPORTUNITIES PRIMARILY FOCUSED ON NEW/EXISTING LINE 
EXTENSIONS 

- MENTHOL RELAUNCH 

- LIGHTS CONTINUED GROWTH 

- ULTRA LOW TAR INTRODUCTION 
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II. COMPETITIVE SUMMARY 

IN flUSTKY SP ENP IN Q 

- AFTER ALL TIME HIGH OF $929MM, INDUSTRY SPENDING ON DECLINE 

0 PHILIP MORRIS EMERGED AS SPENDING LEADER IN 1986, EDGING OUT 
R.J.R. NABISCO 


TOBACCO INDUSTRY SPENDING IN MILLIONS 







PROJECTED 


1983 

—1984 

1985 . 

1986 . 

1987 

PHILIP MORRIS 

$281 

$281 

$305 

$318 

$268* 

R.J.R. NABISCO 

359 

383 

333 

305 

240 

LORILLARD 

116 

100 

78 

85 

65 

BROWN & WILLIAMSON 

108 

81 

83 

56 

45 

AMERICAN 

49 

41 

40 

46 

30 

LIGGETT & MYERS 

16 

14 

17 

3 

3 

TOTAL 

$929MM 

$900MM 

$85bMM 

$ 813MM 

$651MM 

SOURCE: REPORTED 

EXCEPT 1987 






*6/25/87 BUDGET RECAP 

1987 COMPETITIVE BASED ON Y.T.D. VERSUS SAME T.P. Y.A. 


to 

o 

GO 
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COMPETITIVE SUMMARY (CONT'D) 

SQ$/SOM RATIO 

- VERSUS KEY COMPETITOR, R.J.R. NABISCO, PHILIP MORRIS SPENDING 
MORE IN LINE WITH MARKET SHARE 
0 LORILLARD OVERSPENDING VERSUS SOM 
0 OTHER MARKETERS UNDERSPEND ING 


12M 


TOBACCO MARKETER.. 

..SOM. 

SQS 

RATIO 

PHILIP MORRIS 

36.8 

39.1 

106 

R.J.R. NABISCO 

32.3 

37.5 

116 

3R0WN & WILLIAMSON 

11.7 

6.9 

59 

LORILLARD 

8.1 

10.5 

130 

AMERICAN 

7.2 

5.6 

78 

LIGGETT & MYERS 

3.9 

_ JL 

100.0% 

10 


SOURCE: 1986 LNA AND MAXWELL 
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II. COMPETITI VE S UMM ARY (CQNT'D) 


KEY BRAND SPENDIN6 

DESPITE A DECREASE IN SPENDING IN 1987, MARLBORO REMAINS THE 
SPENDING LEADER VERSOS KEY Nf'i COMPETITORS: 


SPENDING FOR KEY NON-MENTHOL COMPETITOR 

(MM) 


PROJECTED 




19_8A 

_1985 

1986. 

1187 

MARLBORO 

$81.4 

$100.9 

$109.9 

$119.8 

$103.2 

WINSTON (RJR) 

54.0 

54.1 

66.8 

67.9 

52.9 

VANTAGE (RJR) 

45.4 

60.9 

45.9 

45.6 

30.9 

CAMEL (RJR) 

44.6 

57.0 

43.5 

30.7 

25.0 

PALL MALL (AT) 

8.1 

5.6 

.1 

5.9 

9.7 


•ACTUAL BASED ON BUDGET DATED 6/25/87 
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II. COMPETITIVE SUMMARY (CONT'D) 


MEUIA M I X 

- m 6 

MARLBORO AND VANTAGE INVEST PRIMARILY IN MAGAZINES FOLLOWED BY 
OUTDOOR 

- OUTDOOR IS PRIMARY MEDIUM FOR OTHER KEY NM COMPETITORS 


MEDIA MIX - 1986 


BRAND 

hMAZIHL 

NEWSP 

SUPPS 

OUTDOOR 

TRANSIT 

F$I 

TOTAL 

MARLBORO 

57.0% 

** 

* 

oo 

—% 

30.9% 

3.8% 

—% 

100.0% 

WINSTON 

20.0 

2.6 

5.3 

64.8 

7.3 

-- 

100.0 

CAMEL 

34.2 

4.4 

-- 

55.0 

4.0 

2.4 

100.0 

PALL MALL 

1.2 

11.5 

24.5 

53.7 

9.1 

— 

100.0 

VANTAGE 

40.2 

1.2 

15.5 

37.3 

2.2 

3.6 

100.0 


- mu m . 

1987 YTD, PALL MALL SHOWS MAJOR SHIFT TOWARD OUTDOOR 
- OTHERS FAIRLY CONSISTENT WITH Y/A. 


MEDIA MIX - 1987 Y.T.D. 


BRAND 

MAGAZINE 

N EWS P 

SUPPS 

OUTDOOR 

TRANSIT 

FSI 

TOTAL 

MARLBORO 

55.0% 

11.1% 

--% 

27.6% 

6 . 3% 

--% 

100.0% 

WINSTON 

22.2 

1.2 


66.5 

6.0 

4.1 

100.0 

CAMEL 

47.5 

1.8 


43.4 

2.0 

5.3 

100.0 

PALL MALL 


15.2 

8.8 

76.0 



100.0 

100.0 

VANTAGE 

55.7 

1.3 

.2 

Us 

oc 

• 

oc 

.2 

5.8 
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1987 Media 
" Plan 
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III. 


REVIEW OF 1987 MEDIA PLAM 



- ORIGINAL SPENDING LEVEL: $111.3MM 

- CURRENT SPENDING LEVEL: S103.2MM 

- REASONS FOR CHANGE: 

0 DELETION OF PLANNED FOUR PAGE UNIT DUE TO BUD6ET PULL¬ 
BACK WHICH RESULTED IN LOST PAGES 

- PULL-BACK OCCURRED ACROSS ALL BRANDS TO FUND OTHER 
BRAND INTROS 

0 OUTDOOR DECREASED DUE TO SHIFTING OF DOLLARS TO OTHER 
BRANDS' INTRODUCTORY EFFORTS 

0 SPANISH PROGRAM EXPANDED TO INCLUDE NEW MAGAZINES, 
NEWSPAPERS AND NEW SUPPLEMENT 
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o PHILIP HOftRIS U.S.A. 

Z 1987 RECOMMENDED MEDIA PLAN 

2 TOTAL MARLBORO 


AL 

CIRC 

X 

X 

MEDIAN 

1986 

1987 

AVG CST P4C/BLD 



(000) 

MALE 

FEMALE 

AGE 

PAGES 

PAGES/INS. 

(GRSS LESS C/D) 

TOTAL COST 

MARLBORO 


60.0 

40.0 

28.8 





MARLBORO RLO & GOLD 


66.0 

34.0 

29.1 





MARLBORO LIGHTS 


51.0 

49.0 

28.3 





WEEKLItS 









TV GUIDE 

16,400 

43.1 

56.9 

36.1 

40 (13SP) 

36 /24 (12SP) 

$63,725 

$2,294,100 

TIME 

4,600 

54.9 

45.1 

37.3 

52 (11SP) 

43 /34 (9SP) 

97,475 

4,191,425 

NEWSWEEK 

3,050 

58.8 

41.2 

39.6 

53 (11SP) 

45 /34 (11SP) 

65,671 

2,955,195 

people 

2,900 

35.1 

64.9 

34.7 

48 (10SP) 

41 /31 (10SP) 

59,473 

2,438,393 

SPGRIS ILL US I RAT L D 

2,973 

79.4 

20.6 

32.8 

29 (4SP) 

26 /21 (5SP) 

68,990 

1,793,740 

SPORTS ILLUS. SP. ISSUE 





4 (2SP) 

4 /2 (2SP) 

153,649 

307,298 

SPORTS ILLUS. CALENDAR 

- 

- 


- 

48 (12INS 

48 /12 (12-4PG IMS) 

263,549 

3,162,588 

U.S. NEWS & WRLD RPRT 

2,050 

61.8 

38.2 

41.2 

46 (12SP) 

41 /30 <1ISP) 

46,144 

1,891,904 

TOTAL WEEKLIES 





320 

284 

$818,676 

$19,034,643 

S.l. GATEFOLD PRLM. 








$150,592 

PREMIUM 6PG COVER GATEFOLD 








$323,234 

PREMIUM 3PG COVLR GATEFOlD 








231,363 

TOTAL WttKLIES GATEFOLD PREMIUM 






$554,597 

WEEKLY NCWS TAUIOIDS 









NATIONAL ENQUIRER 

4,430 

35.6 

64.4 

35.5 

16 

20 /20 

$28,587 

$571,740 

THE STAR 

3,500 

27.3 

72.7 

35.2 

14 

20 /20 

27,048 

540,960 

GLOBE 

2,000 

35.1 

64.9 

35.0 * 

• 

13 /13 

13,873 

180,349 


88862 , 98*08 
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PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 





CIRC 

X 

X 

MEDIAN 

1986 

1987 

AVG CST PAC/BLD 



(000) 

MALE 

FEMALE 

AGE 

PAGES 

PAGES/INS. 

(GRSS LESS C/0) 

TOTAL COST 




i 

i 

i 

i 

i 

i 


__ TfT 













TOTAL WKLY. NEWS TABS. 





30 

53 

$69,508 

$1,293,049 

BIWLLKLY 









ROLLING STOWE 

1,100 

58.8 

41.2 

25.1 

36 (8SP) 

34 /26 (8SP) 

$30,610 

$1,040,740 

US 

1,040 

31.9 

68.1 

31.6 

26 (8SP) 

23 /15 (8SP) 

16,361 

376,303 

TOTAL B1WLUUES 





62 

57 

$46,971 

$1,417,043 

PREMIUM 3PG COVER GATEFOLD 








$63,531 


MEN'S 


PLAYBOY 


3,400 

82.7 

17.3 

31.3 

30 (6SP) 

25 /19 (6SP) 

$43,415 

$1,085,375 

PENTHOUSE 


2,250 

82.9 

17.1 

29.9 (M) 

30 (6SP) 

25 /19 (6Sp) 

20,201 

505,025 

FIELD i S1RLAM 


2,000 

77.5 

22.5 

36.9 

26 (2SP) 

21 /H (7SP) 

42,551 

893,571 

POPULAR SCIENCE 


1,800 

82.4 

17.6 

38.4 

16 (ASP) 

19 /1A (5SP) 

29,696 

564,224 

MONEY 


1,700 

63.7 

36.3 

40.6 

19 (6SP) 

19 /14 (5SP) 

54,898 

1,043,062 

POPULAR MECHANICS 


1,600 

84.9 

15.1 

37.5 

17 (ASP) 

19 /1A (5SP) 

29,403 

558,657 

OUTDOOR LIFE 

j 

r-% 

1,500 

76.0 

24.0 

36.9 

22 (3SP) 

20 /12 (6SP) 

25,427 

508,540 

GOLF DIGESI 

L ) 

a 

1,225 

76.8 

23.2 

39.7 

18 (6SP) 

19 /1A (5SP) 

37,860 

719,340 

FAMILY HANDYMAN 

o *n 

1,200 

68.2 

31.8 

39.6 

13 (3SP) 

H /10 (ASP) 

22,053 

308,742 

HOME MLCHAN IX 

N ^ 

01 D 

1,200 

72.6 

27.4 

39.4 

16 (ASP) 

20 /14 (6SP) 

24,648 

492,960 

SPORF 1 

o? m 1 

930 

82.0 

18.0 

33.7 

22 (5SP) 

20 714 (6SP) 

21,805 

436,060 

DISCOVER 

^ 2 
co — i ; 

925 

61.8 

38.2 

37.6 

18 (6SP) 

20 /14 (6SP) 

19,079 

381,580 

GOLF 

1 

> 

r 

90 Gj 

V 

72.9 

27.1 

41.0 

18 (6SP) 

18 /14 (ASP) 

27,298 

491,364 


62867 , 98^02 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 









PHILIP MORRIS U.S.A. 
1987 RECOMMENOED MEDIA PLAN 
TOTAL MARLBORO 


K-Sep-87 


CIRC X X MEDIAN 1986 

(OOO) MALE FEMALE AGE PAGES 



u 

ii 

it 

ii 

h 

it 






:==J= * 

CAR & DRIVER 

900 

89.7 

10.3 

30.1 


28 

(4SP) 

OMNI 

880 

63.3 

36.7 

30.6 


18 

(6SP) 

HOT ROD 

800 

83.7 

16.3 

27.7 


18 

(6SP) 

MOTOR TRENO 

780 

89.7 

10.3 

31.1 


16 

(5SP) 

SPORTING NEWS 

725 

82.9 

17.1 

33.9 


36 

(8SP) 

POPULAR PHOTOGRAPHY 

700 

66.7 

(4) 33.3 

(4) 34.3 

* 

18 

(6SP) 

ESQUIRE 

700 

62.3 

37.7 

38.0 


20 

(4SP) 

ROAD & TRACK 

700 

90.4 

9.6 

30.4 


31 

(7SP) 

TENNIS 

525 

64.1 

35.9 

30.9 


18 

(6SP) 

SPORTS AFIELD 

500 

83.1 

16.9 

38.0 


24 

(5SP) 

STEREO REVIEW 

500 

85.7 (4) 14.3 

(4) 28.6 

* 

18 

(6SP) 

SKI 

443 

64.3 

35.7 

28.9 


12 

(4SP) 

SKIING 

440 

61.4 

38.6 

28.3 

* 

10 

(3SP) 

INSIDE SPORTS 

425 

82.7 

* 17.3 

* 30.0 

(4) 

18 

(6SP) 

CAR CRAFT 

400 

86.3 

13.7 

25.4 

(4) 

18 

(6SP) 

CYCLE 

350 

85.7 

14.3 

28.9 


18 

(6SP) 

FLYING 

330 

79.6 

20.4 

32.8 

* 

18 

(6SP) 

CYCLE WORLD 

285 

84.6 

15.4 

27.5 


18 

(6SP) 

FOUR-WHEEL & OFT ROAD 

275 

83.1 

16.9 

27.2 

<M) 

18 

(6SP) 

OUTSIDE 

275 

65.0 

(M) 35.0 

(M) 33.0 

* 

18 

<6SP) 

FOUR WHEELER 

250 

97.7 

2.3 

28.5 

* 



MOTORCYCLIST 

200 

76.1 

23.9 

27.6 

* 

15 

(3SP) 

SPIN 

150 

60.0 

(M) 40.0 

(M) 24.4 

(E) 

18 

(6SP) 

FIREHOUSE 

110 

85.4 

(4) 14.6 

(4) 34.5 

* 

16 

(4SP 

SCIENCE DIGEST 






11 

(3SP) 

SPORIING NEWS ANNV.ISS. 


- 




2 

(ISP) 


TOTAL MIN'S 720 

0E8G7,9§nS 





1987 

AVG CST P4C/BLD 


PAGES/1 NS. 

(GRSS LESS C/D) 

TOTAL COST 

20 /14 (6SP) 

28,977 

579,540 

25 /19 (6SP) 

16,435 

410,875 

23 /19 (4SP) 

24,231 

557,313 

20 /14 (6SP) 

30,582 

611,640 

36 /28 (8SP) 

14,369 

517,284 

18 /12 (6SP) 

22,977 

413,586 

20 /K (6SP) 

23,371 

467,420 

20 /14 (6SP) 

27,201 

544,020 

18 /12 (6SP) 

17,206 

309,708 

20 /14 (6SP) 

15,147 

302,940 

18 /12 (6SP) 

19,987 

359,766 

12 /8 (4SP) 

16,929 

203,148 

io n (3sp> 

17,195 

171,950 

20 /14 (6SP) 

7,176 

143,520 

20 /K (6SP) 

11,970 

239,400 

19 /12 (7SP) 

13,191 

250,629 

18 /12 (6SP) 

13,956 

251,208 

18 /12 (6SP) 

11,376 

204,768 

18 /12 (6SP) 

8,652 

155,736 

18 /12 (6SP) 

13,178 

237,204 

14 /10 (ASP) 

6,518 

91,252 

15 /12 (3SP) 

8,573 

128,595 

12 /8 (4SP) 

3,679 

44,148 

18 /12 (6SP) 

4,069 

73,242 

709 

$775,277 

$15,257,392 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 






PHILIP MORRIS U.S.A. 
1987 RECOMMENCED MEDIA PLAM 
TOTAL MARLBORO 


CIRC 

X 

X MEDIAN 

1986 

1987 

AVG CST P4C/8LD 


(000) 

MALE 

FEMALE AGE 

PAGES 

PAGES/INS. 

(GRSS LESS C/D) 

TOTAL COST 

* 

PREMIUM 6PG COVER GATEFOLD 






$526,994 

PREMIUM 3PG COVER GATEfOLD 






490,728 

TOIAL MEN'S GATEfOLD PREMIUM 






$1,017,722 


WOMEN'S SERVICE 












BETTER HOMES & GARDENS 

8,000 

18.4 

42.1 

42.1 

16 (4SP) 

16 

/10 

(6SP) 

$47,885 

$766,160 


FAMILY CIRCLE 

6,247 

11.1 

88.9 

41.8 

15 (4SP) 

15 

/II 

(ASP) 

43,324 

649,860 


WOMAN'S DAY 

5,481 

5.2 

94.8 

42.6 

15 (4SP) 

15 

/10 

(5SP) 

46,120 

691,800 


LADIES HOME JOURNAL 

5,000 

9.8 

90.2 

41.9 

15 (4SP) 

15 

/10 

(5SP) 

41,645 

624,675 


MCCALL M S 

5,000 

10.1 

89.9 

42.8 

16 (ASP) 

16 

/II 

(5SP) 

43,417 

694,672 


REDBQGK 

3,800 

9.1 

90.9 

37.4 

15 (ASP) 

16 

/10 

(6SP) 

33,921 

542,736 


TOIAL WOMEN'S SERVICE 





92 

93 



$256,312 

$3,969,903 

O 

O 

IN) J, 

or m 
00 2 
K* — j 

WOMEN'S FASIIlON/lMAGE 

COSMOPOLITAN 

2,500 

13.0 

87.0 

29.8 

22 (3SP) 

18 

/12 

(6SP) 

$32,800 

$590,400 

GLAMOUR 

2,000 

4.4 

95.6 

29.8 

16 (ASP) 

18 

/12 

(6SP) 

39,531 

711,558 

> 

TRUE STORY 

1,300 

17.7 

82.3 

36.5 

16 (ASP) 

18 

/12 

(6SP) 

11,092 

199,656 

r* 

new WOMAN 

1,200 

6.4 

93.6 

34.0 

15 (ASP) 

18 

/12 

(6SP) 

13,705 

246,690 


mademoiselle 

1,100 

4.8 

95.2 

27.2 

16 (ASP) 

18 

/12 

(6SP) 

26,009 

468,162 


SELF 

1,000 

8.9 

91.1 

29.6 

16 (ASP) 

18 

/12 

(6SP) 

25,249 

454,482 

* t 

VOGUE 

1,000 

7.8 

92.2 

32.0 

16 (ASP) 

18 

/12 

(6SP) 

27,952 

503,136 



ie86£9Sm 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 



CIRC 

X 

X 

MEDIAN 

1986 


(000) 

MALE 

FEMALE 

AGE 

PAGES 


it 

tt 

ii 

u 

n 

(! 


====== 

n 

ii 

u 

ii 

ii 

it 

ii 

it 

*s=«r=a= 

WORKING WOMAN 

850 

5.2 

94.8 

34.5 

16 (4SP) 

HARPER'S BAZAAR 

700 

5.4 

94.6 

31.8 

16 (4SP) 

ELLE 

700 

13.0 

(4) 87.0 (4) 

28.0 * 

12 (2SP) 

WORKING MOTHER 

600 

11.6 

88.4 

34.1 

16 (4SP) 


TOI AL WOMENS F/I 177 


WOMEN'S HQME/EOGO 


SOUTHERN LIVING 

2 f 250 

30.8 


69.2 


44.6 


8 (2SP) 

COUNTRY LIVING 

1 # 5Q0 

26.4 


73.6 


39.9 


8 (2SP) 

BON APPETIT 

1,300 

22.5 


77.5 


42.3 


8 (2SP) 

HOME 

900 

30.9 

(M) 

69.1 

(M) 

37.6 

* 

9 (2SP) 

HOUSE BEAUMFUL 

800 

15.4 


84.6 


46.9 


8 (2SP) 

GOOO FQOQ 

800 

10.1 

(4) 

89.9 

(4) 

42.0 

* 

10 (2SP) 

GOURMET 

700 

25.7 


74.3 


41.8 


8 (2SP) 

METROPOLITAN HOME 

700 

23.8 


76.2 


37.2 

(MF86) 

8 (2SP) 

HOUSE l GARDEN 

500 

21.5 


78.5 


45.0 


9 (2SP) 


TOTAL WOMEN'S H/F 76 


TOIAL WOMEN'S 



A 


1987 

PAGES/INS. 

AVG CST P4C/BLD 

(GRSS LESS C/D) 

TOTAL COST 

18 /I2 (6SP) 

15,069 

271,242 

18 /12 (6SP) 

19,631 

353,358 

18 /12 (6SP) 

18,789 

338,202 

18 /12 (6SP) 

10,454 

188,172 

198 

$240,281 

$4,325,058 


17 /12 (5SP) 

$32,119 

*546,023 

16 /12 (4SP) 

$20,248 

$323,968 

17 /12 (5SP) 

17,708 

301,036 

18 /12 (6SP) 

15,948 

287,064 

17 712 (5SP) 

22,606 

384,302 

17 712 (5SP) 

8,734 

148,478 

18 712 (6SP) 

18,217 

327,906 

18 /12 (6SP) 

16,621 

299,178 

17 /12 (5SP) 

20,190 

343,230 

155 

$172,391 

$2,961,185 


$668,984 

$11,256,146 


GENERAL INTEREST 

oC86£9Sm 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PHILIP MORRIS U.S.A 




\ 

t 






1987 RECOMMENDED MEDIA 

PLAN 









TOTAL MARLBORO 








CIRC 

X 

X MEDIAN 

1986 

1987 

AVG CSI P4C/BLD 

- 




(000) 

MALE 

FEMALE AGE 

PAGES 

PAGES/INS. 

(GRSS LESS C/D) 

TOTAL COST 


CABLE GUIDE 


6,000 

49.1 

(M) 59.9 (M) 33.4 (M) 

15 (4SP) 

12 /9 (3SP) 

$32,017 

$384,204 


LIFE 


1,600 

46.9 

53.1 34.5 

10 (2SP) 

15 /II (4SP) 

50,517 

757,755 


PSYCHOLOGY TODAY 

875 

39.4 

60.6 34.0 

16 (4SP) 

12 /9 (3SP) 

20,423 

245,076 


FOOD & WINE 


750 

47.1 

52.9 38.7 

9 (3SP) 

11 19 (2SP) 

13,597 

149,567 


GAMES 


550 

51.8 

(M) 48.2 (M) 32.7 (M) 

9 (2SP) 





ATLANTIC 


450 

47.3 

(M) 52.7 (M) 40.3 (M) 

9 (3SP) 

14 /10 (4SP) 

$14,465 

$202,510 


VAN11Y FAIR 


375 

24.6 

75.4 33.4 

10 (3SP) 

12 /9 (3SP) 

$20,701 

$248,412 


PREMIERE 


250 

60.0 

m 

X' 

o 

b 

m 

04 

o 

» 


8 /5 (3SP) 

$8,565 

$68,520 


LEISURE 


45 

47.6 

* 52.4 * 36.2 * 

2 

2 




TOTAL 

GENERAL INTEREST 




60 

86 

$160,285 

*2,056,044 


PREMIUM 3PG 

COVER GATEFOLD 







*25,442 



REGIONAL & LOCAL 

















o 

PLAYBILL (NY) 

1,040 

48.5 

51.5 39.8 * 

8 

6 /6 

23,423 

140,538 

Q 

2 

PERFORMING ARTS 

520 

48.1 

51.9 36.0 * 

6 

6 /6 

10,404 

62,424 

o-n 

HEW YORK 

415 

43.5 

56.5 38.6 

33 (7SP) 

36 /24 (12SP) 

$19,568 

*704,448 

N> *2 

01 o 

CALIFORNIA 

350 

50.0 

(4) 50.0 (4) 43.1 * 

12 

13 /II (ISP) 

16,777 

218,101 

cn rn 

LINCOLN CENTER 

310 

48.0 

52.0 39.0 * 

8 

6 /6 

12,876 

77,256 

O) H 

TEXAS MONTHLY 

295 

61.3 

38.7 43.6 * 

12 

12 /12 

15,635 

187,620 

> 

KENNEDY CENTER 

210‘ 

50.0 

50.0 36.2 (E) 

6 

6 /6 

7,527 

45,162 

r 

PLAYBILL (PHIL/UALT) 

200 

48.5 

51.5 39.8 (E) 

6 

6 ft 

5,150 

30,900 


LOS ANGELES 

170 

52.5 

(4) 47.5 (4) 40.8 * 

12 

12 /12 

7,905 

94,860 


££86£98f02 



Source: https://www.industrydocuments.ucsf.edu/docs/rfgl0000 












PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 



CIRC 

X 

X 

MEDIAN 


(000) 

HALE 

FEMALE 

AGE 








PHILADELPHIA 

KO 

46.5 

53.5 

42.6 

(P) 

BOSTON 

121 

43.6 

56.4 

40.3 

(P) 

WASHINGTON I AN 

110 

47.8 

52.2 

41.7 

<P) 

CARNEGIE HALL PRGMS. 

100 

50.0 

50.0 

38.0 

(E) 

NEU ENGLAND MONTHLY 

100 

51.7 

48.3 

49.7 

(P) 

CONNECTICUT 

90 

45.1 

54.9 

47.1 

(P) 

HOUSTON HOME l GARDEN 

85 

52.6 

(4) 47.4 

(4) 39.0 

* 

D MAGAZINE 

80 

52.6 

(4) 47.4 

(4) 39.2 

(P85) 

S.f. STAGEBILL 

67 

50.0 

50.0 

35.0 

(E) 

DALLAS HOME & GARDEN 

62 

52.5 

(4) 47.5 

(4) 42.0 

* 

HOUSTON CITY 

60 

52.5 

(4) 47.5 

(4) 39.4 

(P85) 

NATIONAL THEATRE WASH. 

55 

50.0 

50.0 

36.2 

(E) 

TOTAL REGIONAL/LOCAL 






PREMIUM 3PG COVER GATEFOLD 







1986 

PAGES 

1987 

PAGES/INS. 

AVG CST P4C/BLO 

(GRSS LESS C/O) 

TOTAL COST 

itsa=sxw 

7 

8 H (ISP) 

7,546 

60,368 

6 

6 /6 

6,756 

40,536 

12 

12 /12 

6,838 

82,056 

3 

5 /5 

3,391 

16,955 


6 /6 

4,892 

29,352 

6 

6 /6 

6,613 

39,678 

7 

6 /6 

6,173 

37,038 

12 

12 /12 

5,285 

63,420 

5 

5 /5 

2,273 

11,365 

6 

6 /6 

2,507 

15,042 

7 

3 /3 

4.424 

13,272 

6 

4 /4 

1,954 

7,816 

176 

182 

$177,917 

$1,978,207 


$4,690 


SPANISH MAGAZINES 


GUANTES 


222 

98.5 

1.5 

25.0 <E) 

DE ARMAS 

WOMEN'S NETWORK (6) 

170 

15.0 

85.0 

29.0 * 

NUESTRO 


150 

64.2 

35.8 

35.2 * 

REPLICA 


144 

50.6 

49.4 

29.0 * 

TEMAS 


110 

41.0 * 

59.0 

32.0 * 

HISPANIC 

BUSINESS 

110 

79.1 

20.9 

41.0 * 

HISPANIC 

REV. OF BUS. 

100 

64.2 

35.8 

35.2 (E) 


12 

13 /12 (ISP) 

1,513 

19,669 

12 

12 /12 

5,501 

66,012 

10 

11 /10 (ISP) 

$7,690 

$84,590 


3 /3 

$4,353 

$13,059 

12 

13 /12 (ISP) 

3,361 

43,693 

11 

13 /12 (ISP) 

6,974 

90,662 

10 

11 /10 (ISP) 

7,014 

77,154 


* 686498*02 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


confidential 

025684 
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PHILIP MORRIS U.S.A. 
198/ RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 



CIRC 

X 

X 

MEDIAN 

1986 


(000) 

MALE 

FEMALE 

AGE 

PACES 



II 

<1 

(I 

II 

II 

li 

ii 

M 

ti 

ii 

ii 

it 

es. -—a 

3XK = £ai 

FUTBOL 

95 

68.0 

32.0 

35.0 * 

11 

CANALES 

83 

47.2 

52.8 

34.0 * 


AUTQMUNDQ 

50 

85.0 

15.0 

30.0 (E) 


DE ARMAS MEN'S NET.(3) 

25 

98.5 

1.5 

29.0 • 

12 

MIAMI MENSUAL 

25 

57.8 

42.2 

45.6 * 

12 

CAM I NOS 


• 

- 

- 

1 


TOTAL SPANISH MAGAZINES 


MILITARY MAGAZINES 


OFF DUTY 

500 

60.0 

(4) 40.0 (4) 

32.9 

* 

9 (2SP) 

STATESIDE FAMILY 

445 

10.0 

90.0 

25.2 

* 

4 

MILITARY LIFESTYLE 

440 

12.3 

87.7 

31.8 

* 

3 

A/N/AF TIMES 

275 

74.1 

25.9 

25.2 

* 

34 (8SP) 

SALUTE 

250 

88.3 

11.7 

22.0 

* 

3 


TOTAL MILITARY 53 


TOTAL MAGAZINES 


PREMIUM 6PG COVER GATEFOLD 
PREMIUM 3PG COVER GATEFOLD 

TOTAL MAGAZINE GATEFOLD PREMIUM 



1987 AVG CST P4C/BLD 


PAGES/INS. 

(GRSS LESS C/D) 

TOTAL COST 

12 /II (ISP) 

1,089 

13,068 

3 /3 

$1,076 

$3,228 

13 /12 (ISP) 

2,630 

34,190 

13 /12 (ISP) 

2,641 

34,333 

13 /12 (ISP) 

2,078 

27,014 

130 

$45,920 

$506,672 


6 /6 

12,666 

75,996 

5 /5 

8,379 

41,895 

4 /4 

9,188 

36,752 

35 /27 (BSP) 

$7,426 

$259,910 

a /a 

4,509 

36,072 

58 

$42,168 

$450,625 



$53,400,413 


$850,228 

815,754 


$1,665,982 


SS86£98*3S 


Source: https:/ /vww.industrydocuments.ucsf.edu/docs/rfgl0000 
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PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 



14-Sep 8/ 




) 


CIRC 

X 

X MEDIAN 

1986 

1987 

AVG CST P4C/BLD 

(000) 

MALE 

FEMALE AGE 

PAGES 

PAGES/INS. 

(GRSS LESS C/D) TOTAL COST 



u 

H 

II 

It 

II 

II 

II 

H 

II 

II 

II 

II 

II ■ 

II 

utasiax; 

css=sa=2tis;a:=as 

- -X. -== = ==— -3—551 


TOTAL MAGAZINES (INCLUDING GATEFOLD PREMIUM) 


$55,066,395 


SUPPLEMENTS 

NEW YORIC TIMES 1645 51.0 49.0 41.7 

SPANISH SUPPLEMENTS 

VISTA 1096 45.9 54.1 

TOTAL SUPPLEMENTS 

ROP 


SPORTS MONDAY 39 PAPERS/46 MARKETS 

INCTUDES USA TODAY 17,931 67.2 

32.8 

41.0 * 

MILITARY NEWSPAPERS (2/C) 

899 

62.0 

38.0 

23.9 * 

ALTERNATIVE PAPERS (1) 

1,937 

53.0 

47.0 

29.8 * 

SPANISH ROP 

1,001 

49.8 

50.2 

22.1 (E) 

daily kdp 


47.2 

52.8 

42.3 (S83) 


4 

% 

$58,271 

$233,084 

3 


$28,933 

$86,799 

7 


$87,204 

$319,883 


26 1/2BU 

26 

1/2 B/W 

$331,600 

$8,621,600 

12 

12 


48,533 

582,396 

5 P.B/U 

5 

P.B/U 

52,485 

629,820 

7 P.2/C 

7 

P.2/C 



12 2/C 

12 

P.2/C 

44,839 

538,068 


1 

P.8/U 

$12,569 

$12,569 


9E8Gi9S50S 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 


CIRC 

(000) 

X 

MALE 

X 

FEMALE 

MEDIAN 

AGE 

IX==3SC= 

1986 

PAGES 

czixami 

1987 

PAGES/INS. 

CSSSZCBXS£==«1 

AVG CST P4C/BLD 

(GKSS LESS C/D) 

INVESTMENT SUPPORT TEST (REGION 5) 

47.2 

52.8 

42.3 (S83) 


5 P. B/W 

$206,881 


2 P.2/C 


TOTAL RQP 


TOTAL PRINT 


(1) 1987 RUXTON PAPERS RAN 13X (5B/W; 8-2/C). 
VILLAGE VOICE B/W 2ND COVERS. 


AUDIENCE SOURCES: 

* AUDIENCE INFORMATION OUIA1NED FROM PUBLICATION 

(E) ESTIMATED 

(S) SMRB 1987 

(S84) SMRB 1984 

(583) SMRB 1983 

(M) KRI* FALL 1987 MR I FIGURES ARE INFLATED 

(MF86) MRI- FALL 1986 MRI FIGURES ARE INFLATED 

(P) 1987 PRIMARY AUDIENCE OF CITY l REGIONAL MAGAZINES 

(P85) 1985 PRIMARY AUOIENCE OF CITY & REGIONAL MAGAZINES 

(4) ADJUSTMENTS MADE TO THOSE PUBLICATIONS NOT MEASURED BY SMRB PER 

LEO BURNETT RPC ESTIMATES FOR TOTAL AUDIENCE AND MALE/FEKALE PROJECTIONS. 


TOTAL COST 

$1,448,167 

$11,832,620 

$67,218,898 


£S86£98£0S 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOQ 


CONFIDENTIAL 
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PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAM 
TOTAL MARLBORO 


OUTDOOR 

TOTAL * 

MONTHS 1936 

TOTAL # 

MONTHS 1987 

COST/MONTH 

TOTAL COST 

POSTING - POOL 30 SHEET 

- 

2 

11,709,336 

$3,418,672 

85 l S POOL 

5 



- 

RESORT 

12 

12 

26,452 

317,424 

T & S 

12 

12 

35,877 

430,524 

COMB. POOL 

3 

* 

- 

- 

SPANISH 




$4,166,620 

SPANISH 8-SHEET 

A 

6 

$55,784 

$334,704 

SPANISH 30 SHEET 

A 




2 SHEET SUBWAY SPANISH 

A 

6 

6,263 

37.578 

SPANISH CLOCKS 

5 

6 

15,926 

95,556 

PAlNItD BULLETINS 

12 



$467,838 

MARLBORO PAINT 

- 

12 

$2,037,126 

$24,445,512 

VERTICALS 

12 

12 

$212,258 

$2,547,096 


MISCELLANEOUS 


CONV. STORES 

4 

3 

330,617 

$991,851 

ACT MEDIA - AISLEVISION 


2 

207,807 

415,614 

ACT MEDIA - CAR IS 


2 

216,438 

432,876 

DIORAMAS 

12 

12 

50,664 

607,968 

COMMUILR ClUCKS 

5 

1 

145,882 

145,882 

DIRECTIGNAl CLOCKS 

5 

1 

18,104 

18,104 

COMMUILR RAIL (NY j 

5 

2 

33,517 

67,034 

TAX 1 lOPS (NT) 

5 

3 

78,719 

236.157 

IAXI•IOPS (MIAMI) 

5 

4 

40,068 

160,272 

2 SHE LI SUBWAY Rl 0. 

- 

2 

52,785 

105,570 


8886A9SJ-DS 


o 

N 

01 

0) 

GO 

a 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PHILIP MORRIS U.S.A. 
1987 RECOMMENDED MEDIA PLAN 
TOTAL MARLBORO 


RESERVE 




$3,181,328 

MARLBORO PAINT 

. 

12 

$72,353 

$868,236 

PURE PAINT 


12 

13,496 

161,952 

DIRECT 


12 

11,648 

139,776 

TOTAL. RTSERVLS 




$1,169,964 

TOTAL OUTDOOR 




$35,978,358 

TOTAL MEDIA (INCLUDING RESERVES) 



$103,197,256 


1986 


1987 



EXPENDITURES 

X 

EXPENDITURES 

X 1987 BUDGET 

MAGAZINES 

153,215,200 

50.9X 

$53,400,413 

51.7X 

MAGAZINE GAILFOID PREMIUM * 



1,665,982 

1.6X 

SUPPLEMENTS 



319,883 

0.3X 

ROP 

$9,324,000 

8.9X 

11,832,620 

11.5% 

101AL PRINT 

$62,539,200 

59.9X 

$67,218,898 

65. IX 

OUTDOOR 

41,202,600 

39.4X 

34,808,394 

33.7X 

OUTDOOR RESERVE 

744,600 

0.7X 

1,169,964 

1. IX 

TOTAL OUTDOOR 

$41,947,200 

40.U 

$35,978,358 

34.9X 

TOTAL MEOIA 

$104,486,400 

100.OX 

$103,197,256 

100.OX $103,775,060 

PRODUCTION 

111,800,000 


$9,100,000 

$9,100,000 

107Al ADVERTISING 

1116,286,400 


$112,297,256 

$112,875,000 

UNDIK HUUt.L 1 



$577,744 



f>C86/.,985’3g 

Source: https %ww.industrydocuments.ucsf.edu/docs/rfgl0000 
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PHILIP MORRIS U.S.A. 
1987 RECOMHEMOED MEDIA PLAM 
TOTAL MARLBORO 


\ 

'•<4 

‘MAGAZINE GATEFOLD PREMIUM FO« 6PG COVER + 3PG COVER GATEFOLD 
**DO£S NOT INCLUDED $7.5 MM STADIA AND PROGRAM 


0f86i98f3S 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PHILIP MORRIS U.S.A. 





ro m 

01 o 
cam 



198/ MARLBflftO 3-WU»£ 2ND GOvLR GATEFOLD 






—mm mrKTMTimmm . 





UJ 4 

! 1—*■ H 

1-4 

> 

r 


2nd 

PM 



Gatefold 

Costs 





Page Of 

Current 

Spread 

Space 



Gatefold 

Total 

Mayazine 

Circ. 

Cover Gate 

Space 

Cost 

Cost 

Premium 

Total 

CPM 

0-0-P 










(Premium + 
Spread Cost 

Newsweeklies 

People (6/22) 

2,850 

Cov Spread 

2C (BL) 

$126,558 

$ 189,836 

$ 29,413 

$ 219,249 

$ 76.94 

$ 155,9/1 

Sports Illustrated (6/22)2,8/5 

Cov Spread 

Page 

144,863 

217.298 

29,413 

246,708 

86.81 

174,2/t, 

U.S. News (6/16) 

2,050 

Cov Spread 

2C r PI 

8/.485 

131,227 

14,118 

145,345 

70.90 

101,60 . 

IV Guide (6/13) 

16,400 

roc 

SP (VL) 

120,834 

181.261 

66,749 

248,000 

16.12 

187,50■ 

lime (7/6) 

4,600 

Cov Spread 

Page 

193,409 

290,114 

54,119 

344,233 

74.83 

24 7.52) 

Newsweek (6/29) 

3,050 

Turn 

Cov Spread* 

1 Spread 

139,871 

209,806 

41,554 

251,360 

82.41 

181,42* 




$813,020 

$1,219,5?') 

$236,366 

$1,454,895 

$46.72 

$T^4D, 3Vii 

‘Could be solid red page depending on cover 

story 







Bi-Weeklies 

Rolling Stone 










(//16-7/30) 

1,150* 

Cov Spread 

2C 

$ 52,8/8 

$ 86,285 

$ 63,631“ 

$ 149,816 

$130.2/ 

$ 116,40 

Hen's 

Playboy (August) 

3,400 

Cov Spread 

Spread 

$ 89,410 

$ 134,116 

$141,1/7 

$ 275.292 

$ 80.97 

$ 230,5)1 

Penthouse (August) 

2,250 

Cov Spread 

2C + PI (TL) 

57,652 

68,103 

69,082 

137,185 

60.97 

126,/i 

field & Stream (August) 

2,000 

Cov Spread 

2C * PI 

84,832 

131,488 

14,118 

145,606 

72.80 

98,96 

Popular Science 

1,800 

Cov Spread 

2C r PI 

62,414 

96,178 

20,824 

116,002 

64.45 

83,2 

Money 

1,700 

Cov Spread 

Spread 

109,561 

156,124 

. 16,295 

171,419 

100.83 

124,86 

Popular Mechanics 

1,600 

Cov Spread 

Page 

68,546 

111,701 

8,269 

119,970 

74.98 

76,8. 

Outdoor Life (August) 

1,500 

Cov Spread 

2C + PI 

57,798 

89,390 

18,799 

108,189 

72.13 

76,5* 

Golf Digest 

1,225 

Cov Spread 

Page 

74,563 

114,330 

18,500 

132,830 

108.43 

93,Oi 

Home Meehanix 

1,200 

Cov Spread 

Spread 

49,797 

73,343 

-0- 

73,343 

61.12 

49,/* 

Sport 

930 

Cov Spread 

2C t PI 

41,980 

b6,105 

22,364 

87,459 

94.04 

64,3 

Car X Driver 

900 

Cov Spread 

Page 

56,996 

92,945 

16,380 

109,325 

121.47 

72,3 

Omni 

855 

Cov Spread 

Spread 

39,7/4 

63, 391 

20,492 

83,883 

98.11 

60.,' 

Di sc over 

850 

Cov Spread 

2C f PI 

35,167 

62,/5l 

12,942 

65,693 

• 7,7.29 

48,;. 

hoISioii ff8Gi98ro|oo 

Cov Spread 
Cov Spread 

Spread 

2C t PI 

59,960 

46,047 

93,065 

71,948 

-0- 

14.239 

TO 

\$m 

i'b 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 




2nd 

PM 




Gatefold Costs 





Page Of 

Current 

Spread 

Space 




Catefold 

Total 

Magazine 

Circ. 

Cover Gate 

Space 

Cost 

Cost 

Prerniurn 

Total 

CPM 

0-0-P 











(Premium + 
Spread Cost) 

Men's (Cont'd) 











Motor Trend (August) 

750 

Cov Spread 

2C * PI 

$ 58,082 $ 90,75/ 

$ 

12,597 

$ 103,354 

$137.81 

$ 70,679 

Esquire 

700 

Cov Spread 

BC 

52,650 

83,095 


23,530 

106,625 

$157.97 

76,080 

Road A Track 

700 

Cov Spread 

2C * PI 

51,306 

85,194 


13,647 

98,841 

141.20 

64 ,953 

Sports Afield 

500 

Cov Spread 

Spread 

33,581 

51,009 


19,491 

70,500 

136.04 

53,0/2 

Inside Sports 

425 

Cov Spread 

8C 

14,280 

22,065 


6,900 

28,965 

68.15 

21,180 

Car Craft 

400 

Cov Spread 

Page 

23,023 

35,614 


8,353 

43,967 

109.92 

31,3/6 

Spin (August) 

150 

Cov Spread 

Centerspread 

10,468 

16,488 


21,1/7** 

37,665 

251.10 

31,645 

\T$rr?m 

Total Men's 

~7WJ77 

\T7m~jn 

V 

RIOT 

$7,255,355 

W775 

General Interest 











life 

Regional/Local 

Ph)1adelphia 

1,500 

Cov Spread 

Page 

$ 106,203 1 

i 143,3/3 

$ 

25,883 

$ 169,256 

$112.84 

$ 132,081 

140 

Cov Spread 

2C 

$ 14,259 $ 

. 22,830 

$ 

4,7/0 

$ 27,600 

$197.14 

$ 19,02' 

Supplements 

MY Times Magazine (6/28) 

1,584 

Cov Spread 

-- 

$ 65,19/ 1 

. 153,305 

1 

57,420** 

$ *210,725 

—t- 

$133.03 

$ 122,01 

Of AND TOTAL 

64,276 



$2,228,334 $3,422,511 

$885,136 

$4,307,647 

$67.02 

$3,113,47. 


•Increased rate base because it is the summer double issue. 
**Page 1 upgrade to cover stock. 

Reserve: $4.260M (Based on 1986 6-Page Gatefold costs). 


7/30/87 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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RICIMWNXI) 198/ HMUBORO 6-PAW ?NU COVER MIEfOlO 


AUGOSI MU XI ItS, SIPKHHH/OCIOMR MORI HUES 


Maya/ me 

Hate Base 
Circulation 

PH 

Current 

Space 

6 PdyeS 
OOP 

^n«l Cover * 

6 Payes Space 

Gate!old 

Premium 

Costs (all 

lot a! 

cover stock) 
Satefold N 
CPU Cite. 

left lfl-34 

(OUU) 

CPU— 

Men 18-34 

Total 0-0 P 
(6 Pgs ♦ Prem) 

CPM 

Men 18-34 

Newsweek 1tes 













Tl«e (H/24) 

4 .600 

BC 

J 483,621 

$ 600.22H 

$109,416 

$ 

609.643 

J149.92 

6.099 

lino/ 

$ 592.938 

J 93.22 

Newsweek (8/24) 

3.060 

Pd<je 

348,6/6 

J//.662 

60 .600 


428,242 

14(3.41 

4.636 

94.41 

400.266 

88.24 

People (8/24) 

2,900 

Paye 

316,184 

14 1,/06 

8/,649 


429,364 

148.06 

4.610 

93* 14 

404.043 

83.64 

Sports 11 lust. (H/i/) 

2,8/6 

Pdye 

36?, 168 

wi.m 

ai.i/9 


4/2.310 

164.28 

/ ,239 

66.26 

443.33/ 

61.24 

total Newsweek lies 

13,426 


$l,6U./6i 

El,680,316 

$328,811 

$2,019,649 

JIM).43 

22,484 

J 88.82 

$1,840,684 

J 81.86 


den’s 


Playboy (October) 

3.400 

Pdye 

$ 

221.626 

T 

268.2 JO 

$260,866 

$ 629.096 

$166*62 

4,940 

$10/.10 

$ 484,390 

J 98.06 

PentbouS ‘(tuber) 

2,260 

Pa ye 


t i l ,020 


l 19,440 

181,181 

120,629 

142.60 

2,922 

109.73 

292,201 

100.1)0 

Hot Kod 

800 

3/C 


l1/,996 


141.019 

29, M>2 

1/0,181 

212.98 

2.696 

63.22 

14/, 36/ 

64.63 

U»n 1 ( l> tuber) 

066 

2C ♦ PI 


99,061 


4 J ,6)11 * 

64, /OH 

108,289 

126.66 

1,164 

/9.98 

163./69 

120.94 

Iold) Men's 

/ .106 


$ 

661,691 

T 

692,2/d 

Jb 36,116 

U.128.384 

JI64.43 

11,911 

J 94.34 

J1 .083.3U/ 

J 91.32 

total 

20./30 


$2,063,342 

$2,202,994 

1864.848 

J3.I42.84J 

1161.86 

34.396 

J 81.62 

J2.828.281 

J 86.14 


*4 Payes are Iree per Unni raayaflne. 


s *8(>tl9SfOg 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


1988 Objectives 


2C48679344 


Source: https://www.indus documents.ucsf.edu/docs/rfglOOOO 
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IV ‘ 13.83 MEDIA OBJECTI VES AND STRATFfifFS 
Q1 LMLL MARKET I MG OB.lFCTf VF 

TO AGGRESSIVELY MAINTAIN MARLBORO'S NUMBER ONE STATUS AMONG ALL 
CIGARETTE BRANDS, USING IMPACTFUL, "BREAK-THRU" ADVERTISING 


OVERALL MEDIA QBJFCTTVF 

CREATE STRONG IMPACT, HIGH VISIBILITY/EXPOSURE LEVELS BEHIND EACH 
COPY MESSAGE. PRIMARY FOCUS ON BRAND IMAGE/AWARENESS 


CONFIDENTIAL 

025695 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



IV. 1 988 MEDIA OBJECTIVES AND STRATEGIES (CONT'D) 


SPECIFIC OBJECTIVES AND STRATEGIES INCLUDE: 

A. TARGET AUDIENCE 

- PiJECTlVC: REACH BOTH COMPETITIVE AND MARLBORO 

SMOKERS TO PROMPT TRIAL AND REPEAT AS 
WELL AS TO MAINTAIN LOYAL MARLBORO 
CONSUMERS 


r 


- .STRATEGIES : 


1. TARGET ADULTS 18-44, WITH PRIMARY 
EMPHASIS ON: 

0 ADULTS 18-24 
0 HI SPAN ICS 


2. ‘ ACHIEVE 602 MALE/402 FEMALE 
IMPRESSIONS SPLIT 


CONFIDENTIAL 

025696 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2C4S6V9S46 



IV. 1988 MEDIA OBJECTIVES AND STRATEGIES (CONT'D) 


C. SCHEDULING/SEASONALITY 


- OBJECTIVE : SUPPORT BUSINESS IN LINE WITH CONSUMPTION 

PATTERNS AND VARY AS NEEDED TO PKOVIuE 
ADDED IMPACT BEHIND SPECIAL UNITS/EVENTS 


- STRATEGIES : 


1. PROVIDE CONSISTENT, EVEN BASE OF 
SUPPORT THROUGHOUT THE YEAR 



2 . 


SUPPORT RED ROOF BLITZ 


CONFIDENTIAL 

025697 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2C4S679847 





UTILIZE THOSE MEDIA AND MIX BEST SUITED 
FOR EACH CREATIVE STRATEGY. WITHIN EACH, 
SELECT VEHICLES THAT PROVIDE EXTENSIVE 
COVERAGE AND REASONABLE EFFICIENCIES 
AGAINST THE TARGET AUDIENCE; AS WELL AS 
AN ENVIRUNMENT/ATMOSPHERE SUITABLE FOR 
THE MARLBORO PREMIUM QUALITY IMAGE 



1. CONTINUE STRONG PRESENCE (FOR PACKING 
IDENTIFICATION/DIFFERENTIATION) IN 
CONSUMER MAGAZINES INCLUDING: 

0 NATIONAL 

0 SPECIAL FOCUS (18-24, HISPANIC/ 
MILITARY) 

0 REGIONAL/LOCAL 


EXPAND USE OF SPREADS/SPECIAL UNITS. 
USE COVER POSITIONS FOR RED PAGE COPY 


2. CONTINUE TO SUPPORT SPORTS TIE-INS TO 
SUSTAIN ASSOCIATION WITH SPURTING 
EVENTS AND ENTHUSIASTS 
0 SPORTS MONDAY 
0 SPORTS ILLUSTRATED CALENDAR 
0 SPECIAL MEDIA SPORTS SIGNAGE AND 
PROGRAMS 


CONFIDENTIAL 

025698 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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1988 MEDIA OBJECTIVES AND_STRAT£GIES (CONT'D) 


B. MEDIA MIX/CREATIVE (CONT'D) 

- STRATEGIES (CONT'D) : 

3. SUSTAIN PRESENCE IN ALTERNATIVE, 
MILITARY, AND SPANISH NEWSPAPERS 

4. CONTINUE STRONG BASE OF OUT-OF-HOME 
PROGRAMS FOR OVERALL NAME IDENTIFI¬ 
CATION. WITHIN THE MEDIUM, EXPAND: 

- A-RATED BULLETINS 

- REARLIT 

0 19 1/2 X 48 UNITS 

- SUPER VERTICAL 

- JUMBO AND JUNIOR PACKS (bO X 20 
AND STANDARD SIZES) 

- RESORT PROGRAM 

- 2 SHEET SHOWINGS 

- CONVERT SPANISH 8 SHEET POSTERS TO 
REARLIT 

5. provide red roof blitz across all 

MEDIA (JULY) 


CONFIDENTIAL 

025699 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 






IV. 1988 MEDIA OBJECTIVES AND STRATEGIES (CONT'D) 


D. GEOGRAPHIC FOCUS 


- OBJECTIVE : SUPPORT BUSINESS NATIONALLY. ALLOCATE 

LOCAL SUPPORT TO KEY MARKETS 


- STRATEGIES : 





UTILIZE NATIONALLY DISTRIBUTED MAGAZINES 
AND A NATIONAL BASE UF OUTDOOR AS PLAN 
FOUNDATION. BUILD IN KEY MARKETS (TO BE 
DETERMINED BASED ON VOLUME, SHARE, 

AND POTENTIAL) VIA REGIONAL AND LOCAL 
VEHICLES 




Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2C4867S850 



Rationale 
and Tactics 


2C456 


79851 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



V. 


R& I lflML E .. AN D. J AC T .LC.S. 


A. TARGET AUDIENCE 

OBJECTIVE ; 

REACH BOTH COMPETITIVE AND MARLBORO SMOKERS TO PROMPT 
TRIAL AND REPEAT AS WELL TO MAINTAIN LOYAL MARLBORO 
CONSUMERS 

■SI&AIEfil: 

1. TARGET ADULTS 18-44, WITH PRIMARY EMPHASIS ON: 

0 ADULTS 18-24 

0 HISPANICS 

2. ACHIEVE 60% MALE/40% FEMALE IMPRESSIONS SPLIT 


C0Nri DEN j IAL 

025702 




Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


204SG7985® 



V. RATIONALE AND TACTICS (CONT'D) 


A. TARGET AUDIENCE (CONT'D) 

RATIONALE ; 

1. ADULTS 18-34 (1987 TARGET) ENCOMPASS MAJORITY OF 
MARLBORO SMOKERS, REPRESENTING INDEX OF 162 AGAINST 
TOTAL SMOKERS 

- THIS IS FAIRLY CONSISTENT ACROSS ALL PACKINGS 

- AND IS DIRECTIONALLY IN LINE WITH SMRB DATA, WHICH 
IS BASIC SOURCE FOR PRINT AUDIENCE DELIVERY 

_ ADULTS 18-34 _ 

• ___ MARLBORO _ 

TOTAL TOTAL _ m _ lQQ'S _L1.MIS... 

SOURCE SMOKERS _2_ INDEX _J_ INDEX _1_ INDEX _2_ INDEX 

'86 TRACKING 

STUDY 42% 682 (162) 692 (164) 632 (150) 682 (162) 

'86 SMRB 442 602 (136) - NOT AVAILABLE BY AGE SEGMENT - 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2048679853 



V. 


RATIONALE AND TACTICS (CONT'D) 


A. TAR6ET AUDIENCE (CONT'D) 


•c 


RATIONALE (CONT'D) 

HOWEVER,.ADULTS 18-34 DO NOT CONSIST OF MAJORITY OF TOTAL 
SMOKERS (ONLY 42%) OR KEY COMPETITIVE SMOKERS, BOTH OF 
WHICH ARE BETTER REPRESENTED IN THE BROADER 18-44 AGE 
GROUP: 

% COMPETITIVE SMOKERS BY AGE GROUP (1986 TRACKING STUDY) 


AGE 

TOTAL SMOKERS 

WINSTON 

CAMEL 

VANTAGE 

18-24 

15% 

6% 

12% 

6% 

18-34 

42% 

28% 

oo 

SHi 

31% 

18-44 

65% 

60% 

oo 

** 

58% 


THEREFORE, MUST ENSURE ADEQUATE COVERAGE AGAINST ADULT 
SMOKERS 18-44 TO ACHIEVE OBJECTIVE OF "BOTH COMPETITIVE 
AND MARLBORO SMOKERS" 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2048679854 



V. RATIONALE AND TACTICS (CONT'D) 


A. T.AR6ET AUDIENCE (CONT'D) 

RAJL QNAL E: (CONT'D) 


IMPRESSIONS SKEW OF 

60% 

MALE/AOZ 

FEMALE IS 

TOTAL MARLBORO USERS 





X. 

HALE 

l female 

RED/GOLD 


66% 

34% 

LIGHTS 


JL. 

JlSL 

TOTAL MARLBORO 


60% 

40% 



T ACTI CS? 

- MMI LM i 

1. ALLOCATE MAJORITY OF MAGAZINE DOLLARS TO OVERALL 
TARGET OF ADULT SMOKERS 18-44 
° FOCUS ON MAXIMUM TARGET COVERAGE 


CONFIDENTIAL 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 





V. 



RATIONALE AND TACTICS. (CONT'D) 

A. TARGET AUDIENCE (CONT'D) 

RATIONALE ; (CONT'D) 

PRIMARY EMPHASIS OF 18-24 IS SEEN AS KEY DETERMINANT IN 
VEHICLE SELECTION FOR TWO REASONS: 

1. NEW SMOKERS LIKELY TO SELECT LOW TAR BRAND 

0 OPPORTUNITY TO ESTABLISH MARLBORO LIGHTS LOYALTY 
EARLY ON 

0 OPPORTUNITY* TO COMMUNICATE TASTE BENEFITS OF 
RED/GOLD 

- EVEN IF A LOW TAR IS SELECTED, MARLBORO RED/GOLD 
EXPOSURE REINFORCES MARLBORO NAME/IMAGE; AND 
INCREASES LIKELIHOOD OF CHOOSING MARLBORO 

2. YOUNGER ADULTS ARE MORE DIFFICULT TO REACH 

0 18-24 TARGET ENSURES STRONG YOUNG ADULT COVERAGE 

WHILE ALSO ACHIEVING STRONG 25-44 COVERAGE BECAUSE 
READERSHIP IN GENERAL TENDS TO SKEW OLDER 

STRONG BUSINESS BUILDING POTENTIAL IS SEEN IN HISPANIC 
MARKET: 

0 ROUGHLY 1/3 OF ALL HI SPAN ICS SMOKE 

- WITH A SKEW TOWARD HEAVY USAGE 

0 27% OF THOSE SMOKERS SMOKE MARLBORO 

- OPPORTUNITY NOT ONLY TO MAINTAIN CURRENT CONSUMERS, 
BUT ALSO TO BUILD ON MARLBORO'S 27% SHARE 



CONFIDENT 
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IAL 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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2048679856 


V. RATIQHALt AND TACTICS (CONT'D) 



A. TARGET AUDIENCE (CONT'D) 


TACTICS : (CONT'D) 

2. UTILIZE REMAINING MAGAZINE FUNDS TO: 


0 STRENGTHEN 13-24 COVERAGE 

0 ACHIEVE MALE/FEMALE GOALS 

- NOTE, HOWEVER THAT IN ORDER TO ACHIEVE 602 
MALE/402 FEMALE GOAL, MUST ELIMINATE 
RELATIVELY EFFICIENT WOMEN'S BOOKS AND ADD 
VERY EXPENSIVE MEN'S BOOKS 
0 THEREFORE, AGENCY RECOMMENDS ACHIEVING 
AS CLOSE TO THE MALE/FEMALE GOAL AS 
POSSIBLE WITHOUT JEOPARDIZING OVERALL PLAN 
EFFICIENCIES AND DELIVERY OF'TOTAL TARGETED 
IMPRESSIONS 


0 PROVIDE FOR RR/SPEClAL UNITS 

0 ENSURE STRONG HISPANIC COVERAGE 

0 PROVIDE MILITARY COVERAGE 

0 PROVIDE KEQIOiJAL/LOCAL EMPHASIS 
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V. RATIflMALE AND TACTICS (CONT'D) 


A. TARGET AUDIENCE (CONT'D) 

T A CTI CS (CONT'D) 

- .NEWSPAPER 

MAINTAIN 1987 SCHEDULES.IN:. 

0 SPORTS MONDAY 
0 ETHNIC 
0 MILITARY 

ADD USA TODAY CALENDARS 

- OUT-OF-HOME 

INCREASED FUNDING VERSUS YA TO PROVIDE FOR EXPANSION 


CONFIDENTIAL 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2048679858 



V. RATIONALE AND TACTICS (CONT'D) 

B. MEDIA MIX/CREATIVE 

.Q-BJE CT l VE i 

UTILIZE THOSE MEDIA AND MIX BEST SUITED FUR EACH CREATIVE 
STRATEGY. WITHIN EACH, SELECT VEHICLES THAT PROVIDE 
EXTENSIVE COVERAGE AND REASONABLE EFFICIENCIES AGAINST THE 
TARGET AUDIENCE; AS WELL AS AN ENVIRUNMENT/ATMOSPHERE 
SUITABLE FOR THE MARLBORO PREMIUM QUALITY IMAGE 



STRATEGY #1 

CONTINUE STRONG PRESENCE (FOR PACKING IDENTIFICATION/ 
DIFFERENTIATION) IN CONSUMER MAGAZINES INCLUDING: 

0 NATIONAL 

0 SPECIAL FOCUS (18-24, HISPANIC/MILITARY) 

0 REGIONAL/LOCAL 

EXPAND USE OF SPREADS/SPECIAL UNITS. USE COVER POSITIONS 
FOR RED PAGE COPY 


RATIONALE #1 

CONSUMER MAGAZINES PROVIDE QUALITY ENVIRONMENT CONSISTENT 
WITH MARLBORO BRAND IMAGE; AND ALLOW EXTENSIVE COPY DETAIL 
AS NECESSARY TO PROVIDE PACKAGE DIFFERENTIATION AND 
CONSUMER "BENEFITS" 

- PROVIDES CREATIVE FLEXIBILITY 

0 ALLOWS FOR USE OF SPECIAL CREATIVE UNITS TO INCREASE 
MESSAGE IMPACT 

CONFIDENTIAL 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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V. RAT IUNALE AND TACTICS (CONT'D) 


B. MEDIA MIX/CREATI.VE (CONT'D) 


STRATEGY 12 

CONTINUE to support spurts tie-ins to sustain association 

WITH SPORTING EVENTS AND ENTHUSIASTS 
0 SPORTS MONDAY 

0 SPORTS ILLUSTRATED AND USA TODAY CALENDARS 
0 SPECIAL MEDIA SPORTS SIGNAGE AND PROGRAMS 


HAT I QN AL L-12 

ASSOCIATION WITH SPORTING EVENTS AND ENTHUSIASTS DEVELOPED 
4) SUCCESSFULLY DURING BROADCAST YEARS AS INTEGRAL PART OF 

OVERALL BRAND STRATEGIES, AND EXPANDED SINCE THEN TO MORE 
TYPES OF SPORTING EVENTS 

- VERY IMPORTANT ELEMENT JUDGMENTALLY FOR STRENGTHENING 
BRAND IMAGE AND CONSUMER LOYALTY 

- CONTINUES TO PROVIDE OPPORTUNITY TO MAINTAIN THAT IMAGE 
AND LOYAL CUSTOMER BASE 


STRATEGY U 

SUSTAIN PRESENCE IN ALTERNATIVE, MILITARY, AND SPANISH 
NEWSPAPERS 


RATIONA LE .,,#! 

SPECIAL FOCUS NEWSPAPER HELPS INCREASE COVERAGE AfiUrlb 


SMALLER 
BOTH IN 


HARDEk TO REACH uROUP UF IMPORTANT CONSUMERSj 
TERMS UF SNUKInG IfiCiutNCt A.iJ MARLBORO USERS 


CONFIDENTIAL 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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V. 


RATIOHALE AND TACTICS (CONT'D) 


B. MEDIA MIX/CREATIVE (CONT'D) 



■SIMLE6.Y-i.iL 

CONTINUE STRONG BASE OF OUT-OF-HUME PROGRAMS FOR OVERALL 
NAME IDENTIFICATION. WITHIN THE MEDIUM, EXPAND: 

- A-RATED BULLETINS 

- REARLIT 

0 19 1/2 X A8 UNITS 

- SUPER VERTICAL 

- JUMBO AND JUNIOR PACKS (60 X 20 AND STANDARD SIZES) 

- RESORT PROGRAM 

- 2 SHEET SHOWINGS 

- CONVERT SPANISH 8 SHEET POSTERS TO REARLIT 

MI.IQ N A L E 

OUT-OF-HOME MEDIA PROVIDES STRONGEST OVERALL BRAND 
PRESENCE FOR REMINDER OF MARLBORO IMAGE 

- WORKS AS FREQUENCY MEDIUM IN TANDEM WITH MAGAZINES 

- REACHES NON-READERS 

- DIRECTIONALLY MOVES DOWNSCALE 


SIRAIEfi Y 11 

PROVIDE RED ROOF BLITZ (JULY) 


RAI.IQ HAL E. J5 

CONSIDERATION OF RED ROOF EFFORT PRIMARILY A "TAKE-OVER" 
CREATIVE UNIT 

- HIGHER PROFILE/IDENTIFICATION OF RR TRADEMARK 
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V. RATIONALE AND TACTICS (CQNT'D) 


B. MEDIA M1X/CKEATIVE (CONT'D) 


TACTICS,: 

1a. ROUGHLY S29MM SET ASIDE FOR NATIONALLY DISTRIBUTED 
CONSUMER MAGAZINES 

- FOCUS ON MAXIMUM TARGET COVERAGE WITHIN BUDGET 
RESULTS IN HEAVY EMPHASIS ON: 

0 NEWSWEEKLIES 

0 TABLOIDS (WEEKLY AND BI-WEEKLY) 

0 SELECT MEN'S PUBLICATIONS THAT ARE HIGHLY 
EFFICIENT AGAINST THE PRIMARY TARGET 

- WITH MODERATE LEVELS IN: 

0 WOMEN'S SERVICE AND SELECT OTHER WOMEN'S BOOKS 
THAT ARE HIGHLY EFFICIENT AGAINST THE PRIMARY 
TARGET 



lB. REMAINING MAGAZINE DOLLARS (APPROXIMATELY $15MM) 
ALLOCATED AS FOLLOWS: 

- INCREASED 18-24 EMPHASIS, $.5MM 

- INCREASED MALE COVERAGE VERSUS BASE PLAN, $6.9MM 

- CALENDARS AND SPECIALS, S3.9MM 

- MAINTENANCE OF YA COVERAGE AGAINST MILITARY 
PERSONNEL AND HI SPAN ICS, Sl.OMM 

- ADDITIONAL EXPOSURE IN UPSCALE, "QUALITY 
ENVIRONMENT" PUBLICATIONS, $.7MM 

- MAINTENANCE OF YA REG IONAL/LUCAL SCHEDULE, $1.7MM 


CONFIDENTIAL 
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V. RATIONALE ANU TACTICS (CONT'D) 


B. MEDIA MIX/CREATIVE (CONT'D) 

TACTICS (CONT'D) 

2. MAINTAIN YA SPURTS MONDAY SCHEDULE OF 2b 1/2 PACE B/W 
UNITS, $9MM 

3. ADD USA TODAY IPX, S.4MM 

- EXPAND TU 12X ONCE ALL PLANNING COSTS HAVE BEEN 
REVISED 

4. MAINTAIN MILITARY, SPANISH, AND ALTERNATIVE NEWSPAPER 
PRESENCE, S1.7MM 

5. INCREASED FUNDING VERSUS YA TO PROVIDE FOR EXPANSION 

0 +252 (FROM S36MM TO $45fiM) 

6. SCHEDULE TAKE-OVER RR EFFORT 
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RATIONALE AND TACTICS (CONT'D) 


C. SCHEDULING/SEASONALITY 
QBJ£.C.TJV£: 

SUPPORT BUSINESS IN LINE WITH CONSUMPTION PATTERNS AND 
VARY AS NEEDED TO PROVED ADDED IMPACT BEHIND SPECIAL 
UNITS/EVENTS 

ST RATE GY.: 

'1. PROVIDE CONSISTENT, EVEN BASE OF SUPPORT THROUGHOUT THE 
... YEAR 

2. SUPPORT RED ROOF BLITZ 

RAI1QMLE: 

MARLBORO AND INDUSTRY CONSUMPTION FAIRLY EVEN THOUGHOUT 
YEAR: 

l SHIPMENT BY CALENDAR QUARTER 



iEH 

AMJ 

JAS 

OND 

INDUSTRY 

21 

27 

24 

28 

MARLBORO 

20 

27 

25 

28 

S.Q.U&££.; 

MAXWELL 

REPORT 




SHIPMENT 

VOLUME 

REFLECTS 

YEAR- 
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RATIONALE AND TACTICS (CONT'D) 


D. GEOGRAPHIC FOCUS 

OB JECT IVE: 

SUPPORT BUSINESS NATIONALLY. ALLOCATE LOCAL SUPPORT TO 
KEY MARKETS 

STR ATE GY .: 

UTILIZE NATIONALLY DISTRIBUTED MAGAZINES AND A NATIONAL 
BASE OF OUTDOOR AS PLAN FOUNDATION. BUILD IN KEY MARKETS 
(TO BE DETERMINED BASED ON VOLUME, SHARE, AND POTENTIAL) 
VIA REGIONAL AND LOCAL VEHICLES 

RATIONALE : 

LOW SHARE DEVELOPMENT INDEX (SDI) MARKETS HOLD THE 
POTENTIAL FOR SIGNIFICANT MARLBORO GROWTH 

TAC TIC S .: 

SELECTED MARKETS MAY RECEIVE EXTRA SUPPORT IN 1988 TO 
DETERMINE IF SHARE CAN BE GROWN 
- DETAILS TO BE DETERMINED ‘ 
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1988 Media 
Plan 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


204S67986G 
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VI. 1988.JEDI A PLAN DISCUSSION AND RECOMMENDATION 

A. KEY ISSUES 

B. PLAN DEVELOPMENT GUIDELINES 

C. MEDIA PLAN RECOMMENDATION SUMHAkY 

U. AUDIENCE DELIVERIES 


confidential 

025717 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2048679867 



VI. 1988 MEDIA PLAN DISCUSSION AND RECOMMENDATION (CONT'D) 


A. KEY PLANNING ISSUES. FOR 1988 

1. . IMPACT VERSUS FREQUENCY TRADE-OFFS 

- MAGAZINES ■ SPREADS AND SPECIAL UNITS VERSUS PAGES 

- OUTDOOR = REVITALIZATION/INCREASED ALLOCATION OF 
FUNDS 

0 EXECUTABLE? 

2. MAXIMIZE REACH FOR RED AGAINST KEY (NEW, YOUNG MALE 
SMOKERS) TARGET MARKET 

3. SPORTS MONDAY QUALITY/IMPACT REASSESSMENT 

4. ETHNIC EMPHASIS 

- POSSIBLE EXPANSION OF HISPANIC PROGRAMS BEYOND 1987 
LEVELS 

0 NEED TO ASSESS BASED ON PLAN DELIVERY AGAINST 
THIS DEMOGRAPHIC 

5. RED/GOLD VERSUS LIGHTS SUPPORT 

- ASSUMING SPENDING IN LINE WITH SOB (2/3, 1/3) 

6. RED ROOF 

- DURING MARLBORO'S PEAK SUMMER SEASON (JULY/AUGUST) 

0 ADDRESS NEED TO HEAVY-UP (REACH AND FREUUENCY 

GOALS) 

7. MENTHOL INTRODUCTION 

8. ULTRA LIGHTS TESTING 

9. ASSESSMENT OF REGIONAL/LOCAL SUPPURT 

- UNDERDEVELOPED SHARE 

- ABOVE AVERAGE SHARE GROWTH 

- HIGH VOLUME 

- MAY DRAW FROM S1.7MM REGlONAL/LOCAL MAGAZINE FUNDS 

CONFIDENTIAL 
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VI. 1988 .MEDIA PLAN DISCUSSION AND RECOMMENDATION (CONT'D) 


B. .DEVELOPMENT GUIDELINES 

- MAGAZINE SELECTION CRITERIA 

PRIMARY EMPHASIS : THOSE MAGAZINES THAT DELIVER THE 
GREATEST NUMBER OF TARGETED ADULTS PER ADVERTISING 
DOLLAR SPENT 

0 RANK ORDER BY CPM, SMOKERS 18-44 AND 18-24 

- INCLUDE THOSE BOOKS THAT ARE MOST EFFICIENT 
AGAINST BOTH GROUPS 

- EXCLUDE THOSE BOOKS THAT: 

1. ARE PUBLISHED LESS.THAN 10X/YEAR 

2. ARE GEARED TOWARD BLACK POPULATION 

3. ARE CONTROVERSIAL IN EDITORIAL CONTENT 

4. HAVE VERY SMALL QUANTITY OF PRIMARY TARGET 
EMPHASIS (LESS THAN 100M, SMUKERS 18-24) 

SECONDARY EMPHASIS ; THOSE MAGAZINES WITH: 

0 REASONABLE TARGET EFFICIENCIES 
0 100M+ SMOKERS 18-24 

0 HEAVY MALE ORIENTED 

TERTIARY EMPHASIS : 

1. HISPANIC 

2. MILITARY 

3. ADDITIONAL BOOKS THAT PROVIDE A QUALITY ENVIRONMENT 
COMPLEMENTARY 10 MARLBORO IMAGE 

4. REG IUNAL/LUCAL 

- R/L FUNDS MAY Bt SHIFTED TO SUPPORT OPPORTUNITY 
MARKET TESTS AS OUTLINED IN "GEOGRAPHIC FoCUS" 


CONFIDENTIAL 
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VI. 1.9MJ1EDIA P.LAH.-D-LSCUSSIQN AND RECOMflEMATION (CONT'D) 
B. £LAN DEVELOPttENT GUIDELINES (CONT'D) 

- MAGAZINE SELECTION CRITERIA (CONT'D) 

RESULTS IN THE FOLLOWING SCHEDULE . . . 
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PUBLICATIONS DELETED VERSUS 1987 SCHEDULE : 

- DELETED WOMEN'S BUCKS THAT WEKE INEFFICIENT RELATIVE TO 
PRIMARY BOOK SELECTION AGAINST SMOKERS 18*44 ANO 18*24 
0 ON A SECONDARY BASIS, THESE BOOKS ARE EFFICIENT 

RELATIVE TO OTHER SECONDARY BOOKS SELECTED; BUT OPTED 
FOR HEAVY MEN'S BOUKS INSTEAD TO MEET 60% MALE 
IMPRESSIONS GOAL: . . 


■MflMEN'S % FEMALE 

NEW WOMAN 95.6 

WORKING MOTHER 88.4 

PSYCHOLOGY TODAY 60.6 

HQME/FQQD 

GOOD FOOD 89.9 

METROPOLITAN HOME 76.2 

RUUD & WINE 52.9* 


*AGAINST PRIMARY SMOKERS 18*24 EMPHASIS, 76% 
ARE FEMALE 


> 
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DELETED (CONT'D) 


- THESE BOOKS WERE DELETED DUE TO 

1. EXTREME INEFFICIENCY 

2. SMALL AUDIENCE 

3. NOT ENOUGH MEN VERSUS ThUSE CHOSEN (SUCH AS GULF. 751 
MALE /GOLF DIGEST. Ill MALE) 


0 OUTSIDE 



0 ULMLLC. 


1. $b9.48 18-44 CPM 
$395.65 18-24 CPM 

2. ONLY 37M 18-24 SMOKERS 

3. 65 1 MALE 

1. $81.52 18-44 CPM 
$335.15 18-24 CPM 

2. ONLY 54M 18-24 SMOKERS 

3. 47% MALE 
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AISQ DELETED ! 



0 IlimflBE 


1. QUESTIONABLE EDITORIAL 
CONTENT RELATIVE TO MARLBORO 
QUALITY IMAGE 

2. HAS NOT BEEN MAKING RATE 
BASE 

3. HEAVY FEMALE 

- OPTED TO RETAIN SLICKER, 
BETTER QUALITY WOMEN'S 
BOOKS SUCH AS: 

0 HARPER'S BAZAAR 
0 SELF 

0 BETTER HOMES & GARDENS 
0 SELECT HOME/FOOD 


•c 
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EfCQffflEMDED ADDITIONS VERSUS 1987 SCHEDULE : 


_ RATIONALE _ 

- POPULAR HOT RODDING 1. EXTREMELY EFFICIENT 

- RANKS ft 6 AGAINST 18-44 
($9.42 CPM) 

- RANKS ft 4 AGAINST 18 : 2'if 
($20.76 CPI'I) 

2. 86% OF 18-24 ARE MEN 

- 87% OVERALL 

3. 48% ARE SMOKERS . . 

- 148 INDEX 

- 165 INDEX FOR HEAVY SMOKERS 

4. 17% SMOKE MARLBORO 

- 203 INDEX (HIGHEST OF ALL 
MEASURED BOOKS EXCEPT 
PENTHOUSE, 213 AND GUNS & 
AMMO, 219) 

5. 25.5 MEDIAN AGE 

- HUNTING 1. EFFICIENT 

- . $12.79 18-44 CPM* 

- $52.22 18-24 CPM* 

2. 100% 18-24 ARE MALE 

- 90% OVERALL 

3. GOOD EDITORIAL ENVIRONMENT FOR 
MARLBORO IMAGE 

4. 32 MEDIAN AGE 


‘REFLECTS -15% VERSUS REPORTED 
MR I AUDIENCE ESTIMATES 
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ADDITIONS (CONT'D): 


_ BAI I M ALE_ 

- 6 £NTLE hAN / S QUARTERLY 1. EFFICIENT 

- $28.85 18-44 CPM 

- $60.52 18-24 CPM 

2. 73% 18-24 ARE MEN 

73% OVERALL 

3. 24% OF SMOKERS SMOKE MARLBORO 

4. 25.7 MEDIAN AGE 

- BASSMASTER 1. EFFICIENT SECONDARY PUBLICATION 

- $39.55* 18-44 CPM 

- $146.11* 18-24 CPM 

2. 87% 18-24 ARE MEN 

- 78% OVERALL 

3. GOOD EDITORIAL ENVIRONMENT FOR 
MARLBORO IMAGE 

4. 34.8 MEDIAN AGE 

* REFLECT S -59% VERSUS REPORTED 
MRI AUDIENCE ESTIMATES 
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B. PLAN DEVELOPMENT GUIDELINES 

’-3* 

- flUflflflft 

0 INCLUDES SOME INCREASE IN FREQUENCY VERSUS 1987 LEVELS 
AS WELL AS 6 MUNTHS UF UESIREU EXPANSION ELEMENTS 

0 DROPPED ACTMEDIA CARTS AND AISLEVIS I UN 

0 $44.9MM TOTAL SPENDING 




Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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MARLBORO 1988 MAGAZINE SCHEDULE Revised 9/25/87 


CATfGORY/HAGAZINE 

PG4CB COST 

« SPREADS 

* PAGES 

TTL PAGES 

TOTAL COST 

SMK 18-24 

CPM 

H18-24SMK 

U18-24SMK 

MEUSWEEKLIES: 










TV GUIDE 

60669 

10 

10 

30 

2060070 

3276 

20.96 

13!>8 

1918 

PEOPLE 

67835 

10 

10 

30 

2035050 

1903 

35.65 

738 

1165 

SPORTS ILLLUSI 

73829 

10 

10 

30 

2214870 

1203 

61.37 

906 

297 

SPRTS ILLS! CAL/SPEC 

73829 



52 

3839108 

1203 

61.37 

906 

297 

NEWSWEEK 

72844 

10 

10 

30 

2185320 

1047 

69.57 

638 

409 

TIME 

104600 

10 

10 

30 

3138000 

1321 

79.18 

785 

536 

US HEWS & URLD RPT 

47898 

10 

10 

30 

1436940 

452 

105.97 

281 

171 

Total Mewsweeklies 





16909358 



124924 

100018 









0.56 

0.44 

TABLOIDS: 










NATIONAL ENQUIRER 

33226 


13 

13 

431938 

1790 

18.56 

722 

1068 

STAR 

29721 


13 

13 

386373 

990 

30.02 

299 

691 

Total Tabloids 





818311 



13273 

22867 









0.37 

0.63 

BI-WEEKLY: 










ROLLING STONE 

33137 

13 

13 

39 

1292343 

873 

37.96 

354 

519 

US 

17553 

7 

7 

21 

368613 

450 

39.01 

142 

308 

Total Bi-Weeklies 





1660956 



11192 

17806 









0.39 

0.61 

MEN'S: 










4 WHEEL & OFF ROAD 

9426 

6 

6 

18 

169668 

641 

14.71 

409 

232 

POPULAR HOT RODDING 

8181 

6 

6 

18 

147258 

394 

20.76 

340 

54 

MOTORCYCLIST 

9341 

6 

6 

18 

168138 

435 

21.47 

331 

104 

CAR CRAFT 

13057 

6 

6 

18 

235026 

464 

28.14 

431 

33 

INSIDE SPORTS 

8181 

6 

6 

18 

147258 

269 

30.41 

232 

37 

CYCLE 

14185 

6 

6 

18 

255330 

377 

37.63 

300 

77 

CYCLE WORLD 

12776 

6 

6 

18 

229968 

334 

38.25 

332 

2 

PENTMOUSE 

26345 

6 

6 

18 

474210 

661 

39.86 

543 

118 

HOT ROD 

28704 

6 

6 

18 

516672 

663 

43.29 

577 

86 

OUTDOOR LIFE 

29997 

6 

6 

18 

539946 

608 

49.34 

477 

131 

PLAYBOY 

48395 

6 

• 6 

18 

871110 

952 

50.84 

794 

158 

HUNTING 

9504 

6 

6 

18 

171072 

182 

52.22 

182 

0 

FOUR UHLI Li.R 

7172 

6 

6 

18 

129096 

135 

53.13 

131 

4 


Source: httpsi//www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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Marlboro Magazines, page 2 


CATEGGRY/MAGAZ1NE 

PG4CB COST 

# SPREADS 

# PAGES 

TTL PAGES 

TOTAL COST 

SMK 18*24 

CPM 

M18-24SKK 

U18-24SMK 

GENTLMAN'S QUARTLY 

21425 

6 

6 

18 

585650 

354 

60.52 

258 

96 

OMNI 

21353 

6 

6 

18 

384354 

315 

67.79 

235 

80 

SPORTS AFIELD 

16930 

6 

6 

18 

304740 

216 

78.38 

178 

38 

FIELD ANO STREAM 

54487 

6 

6 

18 

980766 

685 

79.54 

544 

141 

SPORT 

24272 

6 

6 

18 

436896 

302 

80.37 

261 

41 

SPORTING NEWS 

15835 

12 

12 

36 

570060 

179 

88.46 

175 

4 

ROAD & TRACK 

28703 

6 

6 

18 

516654 

299 

96.00 

275 

24 

CAR & DRIVER 

30318 

6 

6 

18 

545724 

297 

102.08 

292 

5 

sub-total primary 





8179596 



89664 

17628 

SPIN 

5998 

5 

4 

14 

83972 

00 


00 

00 

STEREO REVIEW 

21204 

6 

6 

18 

381672 

185 

114.62 

175 

10 

MOTOR TREND 

33436 

6 

6 

18 

601848 

282 

118.57 

244 

38 

POPLR MECHANICS 

36185 

6 

6 

18 

651330 

295 

122.66 

269 

26 

POPULAR PHOTOGRAPHY 

25678 

5 

4 

14 

359492 

202 

127.12 

97 

105 

SKI 

18083 

4 

4 

12 

216996 

125 

144.66 

90 

35 

8ASSMASTER 

15780 

5 

5 

15 

236700 

108 

146.11 

94 

14 

ESQUIRE 

28479 

6 

6 

18 

512622 

178 

159.99 

114 

64 

POP SCIENCE 

34928 

6 

6 

18 

628704 

202 

172.91 

164 

38 

SKIING 

18236 

3 

4 

10 

182360 

103 

177.05 

61 

42 

FAMILY HANDYMAN 

24710 

5 

5 

15 

370650 

128 

193.05 

94 

34 

HOME MECHANIX 

27762 

6 

6 

18 

499716 

139 

199.73 

128 

11 

MONEY 

61077 

6 

6 

18 

1099386 

166 

367.93 

134 

32 

GOLF DIGEST 

41248 

3 

3 

9 

371232 

58 

711.17 

56 

2 

GOLF 

31490 

3 

3 

9 

283410 

39 

807.44 

29 

10 

TENNIS 

18104 

3 

3 

9 

162936 

66 

274.30 

38 

28 

DISCOVER 

27078 

3 

3 

9 

243702 

81 

334.30 

71 

10 

sub total secondary 





6886728 



20700 

5827 


Total Men's 





15066324 



110364 

23455 








* 

0.82 

0.18 

WOMEN'S SERVICE: 










FAMILY CIRCLE 

51010 

3 

3 

9 

459090 

814 

62.67 

131 

683 

LADIES' HOME JRNL 

41576 

3 

3 

9 

374184 

657 

63.28 

124 

533 

MCCALL'S 

46522 

3 

3 

9 

418698 

698 

66.65 

65 

633 

WOMAN'S DAY 

48525 

3 

3 

9 

436725 

692 

70.12 

75 

617 


8Z86Z98m 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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Marlboro Magazines, page 3 


CAHUOKY/HAQA/INE 

PGACB COST 

* SPREADS 

# PAGES 

TTL PAGES 

TOTAL COST 

ftMK 18*24 

CPM 

M18-24SMK 

U18'24SHK 

REDBOOK 

3645 7 

3 

3 

9 

32A113 

515 

70.79 

27 

488 

BETTER HMS & GRDNS 

62777 

3 

3 

9 

564993 

696 

90.20 

134 

562 

Total Women's Serv 





2551803 



3336 

21096 









0.14 

0.86 

WOMEN'S FASHN/IMAGE: 










TRUE STORY 

12441 

3 

3 

9 

111969 

590 

21.09 

127 

463 

COSMOPOLITAN 

35132 

3 

3 

9 

316188 

1110 

31.65 

80 

1030 

GLAMOUR 

42793 

3 

3 

9 

385137 

858 

49.88 

19 

839 

MADEMOISELLE 

27913 

3 

3 

9 

251217 

498 

56.05 

60 

438 

VOGUE 

30767 

3 

3 

9 

277083 

492 

62.58 

19 

473 

VANITY FAIR 

25415 

3 

3 

9 

228735 

372 

68.32 

134 

238 

HARPER'S BAZAAR 

20596 

3 

3 

9 

185364 

286 

72.01 

29 

257 

SELF 

27787 

3 

3 

9 

250083 

377 

73.71 

39 

338 

Ttl Worn Fash/ Image 





2005776 



3042 

24456 









0.11 

0.89 

HOME/F 000: 










HOUSE & GARDEN 

22667 


5 

5 

113335 

198 

114.48 

76 

122 

COUNTRY LIVING 

21690 


5 

5 

108450 

158 

137.28 

38 

120 

SOUTHERN LIVING 

35214 


5 

5 

176070 

210 

167.69 

90 

120 

HOUSE BEAUTIFUL 

23943 


5 

5 

119715 

96 

249.41 

16 

80 

BON APPETIT 

19066 


5 

5 

95330 

74 

257.65 

19 

55 

GOURMET 

20417 


5 

5 

102085 

59 

346.05 

24 

35 

Total Home/Food 





714985 



1315 

2660 









0.33 

0.67 

GENERAL INTEREST: 










CABLE GUIDE 

40743 

4 

4 

12 

488916 

878 

46.40 

478 

400 

LIFE 

58293 

4 

4 

12 

699516 

674 

86.49 

392 

282 

PREMIERE 

9127 

4 

4 

12 

109524 

73 

125.03 

69 

4 

Ttl Gen Interest 





1297956 



7512 

5488 









0.58 

0.42 

SUB TTL MAGS U/SMOKR 





34168741 



254258 

212019 


6Z86Z98f02 


Source: https:/ vww.industrydocuments.ucsf.edu/docs/rfglOOOO 
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Marlboro Magazines, page 4 


CATtGOKY/MAGAZIHt PG4CB COST 

incl primen+al lwomen 

GR*TTL MAGS U/SMOKER 

# SPREAD! 

» PAGES TTL PAGES 

TOTAL COST SMK 10-24 

41055469 

CPM H18-24SMK U18-24SMK 

0.55 0.45 

274958 217846 

0.56 0.44 

ADDITIONAL MAGAZINES PG4CB COST 

# SPREADS 

« PAGES TTL PAGES 

TOTAL COST TL A18-24 

CPM TL M18-24 TL U18-24 

STAGEBILL (SAM FRAN) 

2428 


5 

5 

12140 

240 

10.12 

120 

120 

KENNEDY CENTER 

7961 


6 

6 

47766 

162 

49.14 

81 

81 

NATL THEATRE (WASH) 

2188 


4 

4 

8752 

42 

52.10 

21 

21 

CARNEGIE HALL PROG 

3804 


5 

5 

19020 

60 

63.40 

30 

30 

NEU YORK 

22798 

4 

4 

12 

273576 

264 

86.36 

115 

149 

PLAYBILL (NY) 

27271 


6 

6 

163626 

287 

95.02 

139 

148 

PLAYBILL (PHIL/BALT) 

6051 


6 

6 

36306 

51 

118.65 

25 

26 

LINCOLN CENTER 

14578 


6 

6 

87468 

107 

136.24 

51 

56 

BOSTON 

7626 


6 

6 

45756 

54 

141.22 

24 

30 

D MAGAZINE 

5979 


12 

12 

71748 

30 

199.30 

16 

14 

WASHINGTONIAN 

7251 


12 

12 

87012 

36 

201.42 

17 

19 

PERFORMING ARTS 

11669 


6 

6 

70014 

50 

233.38 

24 

26 

PHILADELPHIA 

12277 


6 

6 

73662 

49 

250.55 

23 

26 

TEXAS MONTHLY 

17241 


12 

12 

206892 

50 

344.82 

31 

19 

NEU ENGLAND MNTHLY 

5130 


6 

6 

30780 

12 

427.50 

6 

6 

HOUSTON HM & GRDN 

7714 


6 

6 

46284 

18 

428.56 

9 

9 

LOS ANGELES 

9147 


12 

12 

109Z64 

21 

435.57 

11 

10 

CONNECTICUT 

7258 


6 

6 

43548 

12 

604.83 

. 5 

7 

CALIFORNIA 

26001 


12 

12 

312012 

34 

764.74 

17 

17 

Ttl Regl/Local 





1746126 



' 5234 

5518 









1 0.49 

0.51 

MILITARY: 










A/N/Af TIMES 

8438 


27 

27 

227826 

861 

9.80 „ 

638 

223 

SALUTE 

4967 


8 

8 

39736 

221 

22.48 

201 

20 

OFF DUTY 

13958 


6 

6 

83748 

375 

37.22 

225 

150 

STATESIDE FAMILY 

9529 


5 

5 

47645 

156 

61.08 

16 

140 

MILITARY LIFESTYLE 

10386 


4 

4 

41544 

147 

70.65 

18 

129 

Ttl Mih tary 





440499 



20336 

8297 


0.71 0.29 


0886i98f , 0S 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



Regional/Local funds 
may be diverted to fund 
opportunity market 
strategy, TBD. 
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• • • 

Marlboro Magazines, page 5 


CATMOOH Y/MA(iA/1 HI 

PQ4Ctt COST # SPREADS 

0 PAGES 

TTL PAGES 

TOTAL COST 

18*24 

CPH 

H18-24 

W18-24 

HISPANIC: 









CANALES 

1104 

7 

7 

7728 

156 

7.08 

74 

82 

FUTBOL 

1154 

7 

7 

8078 

95 

12.15 

65 

30 

GUANTES 

162 7 

7 

7 

11389 

99 

16.43 

97 

2 

TEKAS 

3334 

7 

7 

23338 

87 

38.32 

36 

51 

REPLICA 

4405 

7 

7 

30835 

98 

44.95 

50 

48 

VISTA ■ SUPPLEMNT 

25515 

7 

7 

178605 

526 

48.51 

250 

276 

OE ARKAS WOMEN'S 

11931 

7 

7 

83517 

234 

50.99 

35 

199 

KJAM1 MENSUAL 

2259 

7 

7 

15813 

31 

72.87 

18 

13 

NUESTRO 

8686 

7 

7 

60802 

109 

79.69 

70 

39 

AUTOMUNDO 

3169 

7 

7 

22183 

30 

105.63 

26 

4 

HISP REV OF BUSNS 

7176 

7 

7 

50232 

42 

170.86 

27 

15 

DE ARMAS MEN'S 

5678 

7 

7 

39746 

19 

298.84 

18 

1 

HISPANIC BUSINESS 

8432 

7 

7 

59024 

23 

366.61 

T8 

5 

Ttl Hispanic 




591290 



5488 

5355 








0.51 

0.49 


SUB TOTAL MAGAZINES 

351 

681 

1435 

43833384 

306016 

237016 






0.56 

0.44 


T886£98m 


Source: httpsy/www.industrydocuments.ucsf.edu/docs/rfgl0000 
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PHILIP MORRIS U.S.A. 

1988 RECOMMENDED OUTDOOR PLAN 
TOTAL MARLBORO 



TOTAL # 

TOTAL 0 



OUTDOOR 

MONTHS 1987 

MONTHS 1988 

COST/MONTH 

TOTAL COST 

POSTING - POOL'30 SHEET 

- 

4 

*1,794,803 

*7,179,212 

RESORT 

12 

12 

27, 775 

333,300 

ADDITIONAL RESORT 

- 

12 

27,775 

333,300 

T & S 

12 

12 

38,559 

462,708 

COMB. POOL > 

3 

* 

* 

• 

SPANISH 




*8,308,520 

SPANISH 8-SHEET 

4 

6 

*59,609 

*357,654 

SPANISH REARL1T CONVERSION 

- 

- 


675,000 

2 * SHEET SUBUAY SPANISH 

4 

6 

6,576 

39,456 

SPANISH CLOCKS 

5 

6 

16,722 

100,332 





*1,172,442 

MARLBORO PAINT 

- 

12 

*2,148,732 

*25,784,784 

A-RATED BULLETINS 

- 

6 

108,333 

649,998 

REARL1T * SO UNITS 

- 

6 

196,250 

1,177,500 

JUNIOR REARLIT CONVERSN-IO UNITS 

• 

- 


300,000 

VERTICALS 

12 

12 

*222,871 

*2,674,452 

SUPER VERTICALS 

- 

12 

12.500 

150,000 


MISCELLANEOUS 


*1,334,048 

-S3 3 7*eO | , ^ <r -D* / 

I)I ^ IL? 

6M.3W 

485,332 



Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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18*Sep-fl7 


PHILIP MORRIS U.S.A. 

198fl recommended outdoor pun 


TOTAL MARLBORO 


DIRECTIONAL clocks 
COMMUTER RAIL (NY) 

TAXI * TOPS (NY) 

TAXI TOPS (MIAMI) 

2-SHEET SU8UAY GENERIC 
ADOT'L 2-SHEET SUBWAY (NY) 


RESERVE 


MARLBORO PAINT 
PURE PAINT 


TOTAL RESERVES 


18,152 

35,044 

82,655 

42,071 

49.456 

34,168 


*75,971 

14,171 

12,230 


140,176 

330,620 

168,284 

148,368 

102,504 


3M2o3o4 

*911,652 

170,052 

146,760 

*1,228,464 


TOTAL OUTDOOR 




£886498frOS 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 






MARLBORO PLAN DELIVERIES 


WEEKLIES 

WEEKLY NEWS TABLOIDS 

BIWEEKLY 

MEN'S 

WUMtN'S SERVICE 
WOMEN'S FASH I ON/IMAGE 
for AL 


SMOKERS 18-i|i| 

(35.707) 

REACH 

£R£Q... 

irp: s 

87 

22.9 

1,992 

42 

7.0 

292 

25 

4.7 

119 

74 

18.2 

1,348 

49 

7.0 

343 

ifi. 

JLl 

158 

98 

43.4 

4,252 


HALE 

SHUKERS 18-Ail 

(17.863) 

REACH 

FKEH. 

mm 

88 

25.1 

2,221 

36 

6.5 

234 

24 

4.7 

115 

90 

24.9 

2,241 

21 

4.1 

8b 

ii 

JL1 

_42 

99 

49.9 

4,937 


FEMALE 


SMOKERS IBM (17.BAA) 


BACH 

FREQ. 

mu 

85 

20.6 

1,762 

49 

7.6 

371 

26 

4.8 

124 

47 

9.6 

453 

78 

7.7 

600 

M 


__2Z2 

98 

36.6 

3,586 


ADULT SMOKERS (55.218) 


FEMALE SMOKERS (27,427) 


o 

o 

N M 

a? o 
rn 

A h 



REACH 

IRE.Q, 

mu 

..REACH 

£RE.Q, 

\IBP*S 

.REACH 

BEN. 

IR£!i 

WEEKLIES 

82 

20.9 

1,710 

82 

22.0 

1,801 

81 

19.5 

1,587 

WEEKLY NEWS TABLOIDS 

37 

6.9 

253 

33 

5.6 

183 

44 

7.2 

324 

BIWEEKLY 

20 

4.5 

90 

20 

4.5 

90 

20 

4.5 

89 

MEN'S 

70 

15.5 

1,087 

86 

21.3 

1,831 

40 

9.1 

364 

WOMEN'S SERVICE 

49 

7.0 

342 

21 

5.3 

111 

72 

7.4 

533 

WOMEN'S FASIIION/IMAGE 

32 

mi 

_124 

11 

mi 

33 

M 


260 

101 AL 

98 

36.8 

3,606 

98 

41,3 

4,049 

98 

52.2 

3,157 


* 886498*02 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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MARLBORO PLAN DELIVERIES 
(CONT'D) 


WEEKLIES 

WEEKLY NEWS TABLOIDS 

BIWEEKLY 

MEN'S 

WOMEN'S SERVICE 
WOMEN'S FASHION/IMAGE 
TOTAL 


S M OKE R S. 1 8~ 2. 4 ..( 9 ,644) 
REMIT F R EQ, IR E' S. 
88 23.4 2,058 

51 7.3 375 

45 4.3 192 

80 19.3 1,540 

48 b.O 1 28b 

IE _iL£ HI 

99 47.2 4,668 


S886£98m 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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WEEKLIES 

93 

22.7 

2,107 

99 

25.7 

2,905 

92 

19.8 

1,817 

WEEKLY NEWS TABLOIDS 

98 

6.8 

326 

38 

6.2 

239 

57 

7.3 

915 

BIWEEKLY 

31 

5.8 

181 

36 

5.9 

193 

26 

6.5 

170 

MEN'S 

79 

18.6 

1,376 

93 

29.6 

2,291 

55 

8.8 

985 

WOMEN'S SEKVICE 

96 

5.9 

296 

20 

3.0 

95 

72 

8.2 

991 

WUHEN'S LASH ION/1ITAGE 

21 

LLZ 

..28.1 

_21 

JLJL 

...92. 

21 

1LZ 

_51ii 

IDEAL 

99 

95.6 

9,517 

100 

52.1 

5,210 

99 

38.8 

3,892 


WEEKLIES 

WEEKLY NEWS TABLOIDS 

BIWELKLY 

MEN'S 

WOhEN'S SEKVICL 
WOMEN'S K ASH 1 ON/1 MAGE 
lUTAL 



90 

21.9 

1,976 

91 

29.5 

2,233 

89 

19.9 

1,725 

37 

6.6 

295 

30 

5.6 

167 

95 

7.1 

320 

21 

5.3 

108 

22 

9.9 

109 

19 

5.7 

107 

73 

16.2 

1,182 

89 

21.5 

1,913 

99 

9.6 

970 

50 

6.3 

316 

22 

3.2 

70 

65 

8.5 

555 

in 

JlA 

192 

11 

2 T 1 

35 

11 

10,0 

395 

99 

90.6 

9,019 

99 

95.7 

9,527 

98 

35.9 . 

3,522 


9886i98fOS 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



HISPANIC. J E M S 1 


- ASSUMPTIONS: 

1. COKE LIST MEASURED AGAINST SPANISH-SPEAKING ADULTS 

2. ALL HISPANIC PUBLICATIONS ARE CUUNTLD AS HAVING 100%. 
SPANISH-SPEAKING READERS - 



' 

R£A£H 

FHEQ.U.E.NCI 

TRP'.S 


CUKE LIST 

8 5% 

23.7 

2,012 

• 

HISPANIC 

J&i 


527 


TUTAL 

90 

28.2 

2,539 


confidential 

025737 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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_ Summary and 
Next Steps 


2048679888 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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VI1 • -SUMMARY AN D NEXT STFPS 


- SUMMARY 

A. BUDGET DETAIL 

B. BACK-UP 

C. PLAN VERSUS BRAND PROFILE COMPARISON 




CONFIO£NT q 1W - 

c 026739 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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BRAND: MARLBORO REO/GOI D/l TGHTS 


ADVERTISING MEDIA $99.9MM 

STADIA 7.8 

PRODUCTION 10.0 

TOTAL S117.7MM 


magazines 

PRIMARY MEDIA S29.2MM 

SPECIAL MEDIA PROGRAMS : 

S.I./USA TODAY CALENDAR $ 3.5MM 


SPORTS ILL. SPECIALS .3 

18-24 .5 

MEN 6.9 

REGIONAL/LOCAL PRINT 1.7 

HISPANIC .6 

MILITARY .4 

SUPERBOWL GUIDE 
SPORTS MONDAY 

ADDITIONAL "QUALITY" J_ 


TOTAL ADVERTISING MEDIA $43.8MM 


OUTDOOR NEWSPAPER OTHER TQTAI 


$43.7MM 

$-- 

$-- 

$72.9MM 

$-- 

$ .4 

$-- 

$ 3.9MM 

-- 

-- 

-- 

.3 

-- 

-- 

-- 

.5 

-- 

-- 


6.9 

-- 

.6 

-- 

2.3 

1.2 

.5 

-- 

2.3 

-- 

.6 


1.0 

-- 


.1 

.1 


9.0 


9.0 

-- 

-- 


.7 

$44.9MN 

$11.1MM 

$. 1MM 

$99.9MM 


CONFIDENTIAL 

025740 

2G4867989 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



maklbokq 

BACK-UP DETAIL 


PRIMARY MEDIA 




- .MAGAZINES 

PUBLICATIONS SELECTED FUR EFFICIENCY AND TONNAGE AGAINST 
SMOKERS 18-44 AND 18-24j I.E., MAGAZINES THAT MEET BOTH 
CRITERIA: 


.CA TEGORY _ TUTAL COST 


NEWSWEEKLIES 

S13.1MM 

TABLOIDS 

.8 

BI-WEEKLY 

1.7 

MEN'S 

8.2 

WOMEN'S SERVICE 

2.6 

WOMEN'S FASHION/IMAGE 

1.6 

GENERAL INTEREST 

—It 2 


• IQIAL PRIMARY MAGAZINES S29.2MM 


OUTDOOR 


1. MAINTENANCE FLAN 

$3b.3MM 

2. EXPANS IUN/REV ITALIZATI ON 

- 7.4 

1HTAL PRIMARY OUTDOOR 

$43.7MM 

TOTAL PRIMARY MEDIA 

$72.9HM 


CONFIDENTIAL 

025741 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PRIMARY MAGAZINES 

RANKED BY EFFICIENCY WITHIN CATEGORY) 


NEWSWEEKLIES : 


TABLOIDS : 


BI-WEEKLY : 


HEM'S : 

POPULAR HUT KOUUING 

MOTORCYCLIST 

CAR CRAFT 

INSIDE SPURTS 

CYCLE 

CYCLE WURLU 

PENTHOUSE 

HOT RUU 

OUTDOOR LIFE 

PLAYBUY 

HUNTING 

FUUR WHEELER 

GENTLEMAN'S QUARTERLY 

UMNI 

SPURTS AFIELD 
FIELD S STREAM 
SPURT 


TV GUIDE 
PEOPLE 

SPORTS ILLUSTRATED 

NEWSWEEK 

TIME 

U.S. NEWS a WORLD REPURT 

NATIONAL ENQUIRER 
STAR' 

ROLLING STONE 
US 

4 WHEEL & UFF RUAD 


C0Nfr lDE:N TlAL 

025742 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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PKII1AKY MteUm 

(RANKED BY EFFICIENCY WITHIN CATE6URY) 

(CUNT'D) 






WEN'S (CQNT'D): 




WOMEN'S FASHION/IMAGE : 


6£NEtf AL -.INT £ 8ESI: 


SPURTING NEWS 
ROAD & TRACK 
CAR AND DRIVER 

FAMILY CIRCLE 
LADIES' HUME JOURNAL 
MCCALL'S 
WUMAN'S DAY 
REDBOOK 

BETTER HUMES & GARDENS 

TRUE STORY 

COSMOPOLITAN 

GLAMUUR 

MADEMOISELLE 

VOGUE 

VANITY FAIR 

CABLE GUIDE 
LIFE 


CONFIDENTIAL 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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SECUNUARY/SPECIAL MAGAZINES 



CALENDAR ; SPURTS ILLUSTRATED 


18-24 ; 


HAKPtR'S BAZAAR 
SELF 

PREMIERE 


MEN ; 



SPIN 

STEREO REVIEW 
MOTOR TREND 
POPULAR MECHANICS 
POPULAR PHOTOGRAPHY 
SKI 

BASSMASTER 

ESQUIRE 

POPULAR SCIENCE 
SKIING 

FAMILY HANDYMAN 
HOME MECHANIX 
MONEY 

GOLF DIGEST 
GOLF 
TENNIS 
DISCQVEK 


QUALITY ; 


HUUSE & GARDEN 
COUNTRY LIVING 
SOUTHERN LlVINb 
HUUSE BEAUTIFUL 
BON APPETIT 
GOURMET 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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1988 MARLBORO MEDIA PLAN DELIVERY 


DEMOGRAPHIC BREAKOUT 



l MALE 

% female 

MEDIAN 

AGE 

% ADULTS 

18-44 

l ADULTS 

18-24 

BRAND PROFILE 

60.0 

40.0 

28.8 

86.0 

32.0 

1988 PLAN 

55.0 

45.0 

36.3 

77.0 

25.0 

MAGAZINES ONLY 

59.0 

41.0 

35.3 

80.0 

26.0 


REACH/FRFQIIFHI-.Y 






PER 

_LS S U E 

TOTAL 

PLAN 


Mm 

frequency 

Mm . 

FREQUENCY 

ADULT SMOKERS 

88 

3.4 

98 

36.8 

ADULT SMOKERS 18-44 

95 • 

3.7 

98 

43.4 

ADULT SMOKERS 18-24 

95 

4.1 

99 

47.2 
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025745 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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SPECIAL r OI A .PJlQSftMa 


IflIAL-CQST 


- m m m . 

1. SPORTS ILLUSTRATED CALENDAR/SPEC IALS $3.9MM ' 

2. PUBLICATIONS SELECTED FOR ADDITIONAL 
YOUNGER 18-24 EMPHASIS: 

0 WOMEN'S FASHION/IMAGE .4 

0 GENERAL INTEREST .1 

3. PUBLICATIONS SELECTED FOR HEAVY MALE 

COMPOSITION TO OBTAIN GOAL OF 602 MALE/ 

40% FEMALE IMPRESSIONS SPLIT: 

0 MEN'S • 6.9 

4.. REGIONAL/LOCAL MAGAZINES FOR KEY MARKET 

EMPHASIS 1.7 

5. HISPANIC MAGAZINES TO PROVIDE ADDED 

REACH AGAINST THIS KEY ETHNIC GROUP .6 

6. MILITARY MAGAZINES TO MAINTAIN STRENGTH 

ON BASES .4 

7. ADDED EMPHASIS ON "QUALITY" EDITORIAL 

ENVIRONMENT .7 

TOTAL SPECIAL/MAGAZINES $14-,/M il 

- OUTDOOR 

1. HISPANIC MAINTENANCE $ . 5Mf1 

2. HISPANIC EX PAMS I ON/REVITALIZATION . 7 

TOTAL SPECIAL OUTDOOR $1.2MM 


CONFIDENTIAL 
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Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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SPECIAL MEDIA PROGRAMS (CONT'D) TOTA1 COST 

- NEWSPAPERS (ALL MAINTENANCE LEVELS) 

1. ALTERNATIVE NEWSPAPERS $ . 6MM 

2. USA TODAY CALENDAR .4 

3. HISPANIC NEWSPAPERS .5 

4. MILITARY NEWSPAPERS .6 

5. SPORTS MONDAY 9.0 

IQPL- SPE CIAL^ EWSPAPER tll.IMM 

TOTAL SPECIAL MEDIA PROGRAMS S27.QMH 

GRAND TOTAL PRIMARY AND SPECIAL S99.9MM 

CONFIDENTIAL 

025747 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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VII. SUMflAKY AND NEXT STEPS. 

- NEX T , S J EftS. 

AGREEMENT AND IMPLEMENTATION 
0 MARKETING PLANS DUE WEEK UF 9/28/87 

0 FIRST MAGAZINE CLOSINGS 11/1/87 


CONFIDENTIAL 
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Appendix 


2 G 48 6 79899 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 
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VIII 




A. PRELIMINARY PLANNING DIRECTION 

B. TARGET AUDIENCE COMPARISON 

C. 1987 SPENDING PROJECTION RATIONALE 

D. SMOKERS 18-24 CPM RANKING 

E. SMOKERS 18-44 AND 18-49 CPM RANKING 

i)- F. COMPARISON OF TOP 40 BOOKS BY DEMOGRAPHIC 

G. DUPLICATION BETWEEN USA TODAY AND SPORTS II.I.IJSTRATFn 
(CALENDAR) 
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APPCMOIX 

A. PRELIMINARY PLANNING DIRECTION 

MARLBORO 


ORI EjdxVS • 

To aggressively maintain Marlboro's number one status among all cigarette brands 
with strong copy impact across all media. 

TARGET AUDIENCE : 

PRIMARY - Adults 18-34 

(66% M - Red/Gold) 

(50/50 M/F - Lights) 

SECONDARY - Women 25-44 
Spanish 

SCOPE OF ADVERTISING : 

National 


SPENDING: 

HISTORY (Millions) 

1985 - $134.5 

1986 - $115.8 

1987 - $112.9 

1988 - $110 

STRATEGY - Even spending throughout year. 


MEDIA: 

PRINT 


OUTDOOR 


COPY 


Continued use of national magazines, special interest (ie 
military, Spanish), and regional/local publications. 

Renewal of SportsMonday program in major daily newspapers; 
sustained presence in alternative, military, and Spanish 
newspapers. 

Remains as strong base of Marlboro advertising. 

Revitalize all elements of Marlboro's outdoor program. Add more 
rearlit, vertical and jumbo pack units. Embark on rearlit 
Hispanic 8 sheet pregram and add more class A bulletins. 
Re-evaluate resort program and size of 2 sheet showings. 

No inside pages, only spreads/covers for Ped packing. 

Both pages/spreads for Lights. 

Multiple page units as required. 

Consideration of red roof blitz once or twice across all media. 
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VI 11. APPENDIX 


B. TARGET AUDIENCE COMPARISON 

MARLBORO SMOKER SKEWS SLIGHTLY MORE MALE AND YOUNGER THAN TOTAL CATEGORY 

- TRACKING STUDY REFLECTS SOMEWHAT BETTER EDUCATION, BUT LOWER INCOME VERSUS 1986 
SHRB DATA 

- HOWEVER, BOTH PARALLEL VERY CLOSELY 

SMOKER DEMOGRAPHIC PROFILE 
(REPRESENTS 501 OR MORE) 


1 986 SHR B_ _ 1986 TRACKING STUDY 



NON-MENTHOL 
_FILTER_ 

y __ 

_MARLBORO 

-_ Lirny 

NON-MENTHOL 

FILTER 

axiim vu i_ 

MARLBORO 

SEX 

52% M/48% F 

55% M/4 5% F 

52% M/48% F 

60% M/40% F 

AGE 

18-44 

18-34 

18-44 

18-34 

EDUCATION 

HIGH SCHOOL 

HIGH SCHOOL 

HIGH SCHOOL + 
SOME COLLEGE 

HIGH SCHOOL + 
SOME COLLEGE 

EMPLOYED 

YES, FULL TIME 

YES, FULL TIME 

— 

— 

OCCUPATION 

BLUE COLLAR 

BLUE COLLAR 

— 

— 

MARITAL STATUS 

MARRIED 

MARRIED 

— 

— 

RACE 

WHITE 

WHITE 

WHITE 

WHITE 

CENSUS REGION 

MIDWEST & SOUTH 

MIDWEST, SOUTH & WEST 

— 

— 

COUNTY SIZE 

A, B 

A, B 

A, B 

A, B 

INCOME 

S066£98m 

UPPER 

UPPER 

MIDDLE 

MIDDLE 


Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



C. 19 87 . SPE NPIMfi-ERQJ ECTIQN RAT IO NAL E 
(IN MILLIONS) 



1ST QUARTER 

1987 YTD 

% CHANGE 


19S6 

(1ST QUARTER) 

VERSUS Y. A. 

PHILIP MORRIS 

$ 90 

$ 78 

-13% 

R.J. REYNOLDS 

68 

53 

. -22 

LORILLARD 

20 

15 

-25 

BROWN & WILLIAMSON 

11 

8 

-27 

AMERICAN TOBACCO 

7 

A 

-43 

LIGETT & MYERS 

..I _ 

_1_ 

-- 

TOTAL 

S197MM 

$.1 59MM 

-20% 


CONFIDENTIAL 

025753 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 


2048679903 
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ll-Sep-87 


MAGAZINES 

MALE SMK 
18-24 

FEMALE SMK 
18-24 

ADULT SMK 
18-24 

PG.4/CB 

COST 

CPM 

4WHEEL OFF RD MRI 

4 09 

232 

641 

9426 

14.71 

STERLING GRP - BI-MNTHLY 

0 

510 

510 

7500 

14.71 

NATL ENQ 

722 

1068 

1790 

33226 

18.56 

POP HOT ROD 

340 

54 

394 

8181 

20.76 

TV GUIDE 

1358 

1918 

3276 

68669 

20.96 

TRUE STRY 

127 

463 

590 

12441 

21.09 

MOTORCYCLIST 

331 

104 

435 

9341 

21.47 

SOAP OP DIG 

49 

343 

392 

9615 

24.53 

JET 

296 

330 

626 

16166 

25.82 

MacFADDEN GRP(incl T.STR) 

127 

855 

982 

26000 

26.48 

CAR CRAFT 

431 

33 

464 

13057 

28.14 

THE GLOBE 

209 

292 

501 

14791 

29.52 

STAR 

299 

691 

990 

29721 

30.02 

INSIDE SPRTS MRI 

232 

37 

269 

8181 

30.41 

Cosmo 

80 

1030 

1110 

35132 

31.65 

PEOPLE 

738 

1165 

1903 

67835 

35.65 

CYCLE 

300 

77 

377 

14185 

37.63 

ROLNG STNE 

354 

519 

873 

33137 

37.96 

CYC WRLD 

332 

2 

334 

12776 

38.25 

US 

142 

308 

450 

17553 

39.01 

PNTHSE 

543 

118 

661 

26345 

39.86 

HOT ROD 

577 

86 

663 

28704 

43.29 

CABL GDE 

478 

400 

878 

40743 

46.40 

GNS AMMO 

308 

21 

329 

15840 

48.15 

OUTDR LIFE 

477 

131 

608 

29997 

49.34 

GLAMOUR 

19 

839 

858 

42793 

49.88 

PLAYBY 

794 

158 

952 

48395 

50.84 

NATL LMPOON MRI,BI-MNTHLY 

125 

44 

169 

8690 

51.42 

HUNTING MRI 

182 

0 

182 

9504 

52.22 

EBONY 

368 

280 

648 

34091 

52.61 

FOUR WHEELER 

131 

4 

135 

7172 

53.13 

WOMANS WRLD 

46 

205 

251 

13900 

55.38 

MADEMOISELLE 

60 

438 

498 

27913 

56.05 

BRIDES MRI ij7' /AJ/vZaY*/ 

9 

351 

360 

20278 

56.33 

WOMAN MRI,10 ISSUES/YR 

9 

126 

135 

7701 

57.04 

GQ 

258 

96 

354 ' 

21425 

60.52 


CONFIDENTIAL 

025754 


t066«L98T0S 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO 



• •> 

ll-Sep-87 


MALE 

SMK 

FEMALE SMK 

ADULT SMK 

PG.4/CB 


MAGAZINES 18- 

-24 

18-24 

18-24 

COST 

CPM 

SPRTS ILLUST 

906 

297 

1203 

73829 

61.37 

VOGUE 

19 

473 

492 

30787 

62.58 

FAM CIRCLE 

131 

683 

814 

51010 

62.67 

LAD HM JRNL 

124 

533 

657 

41576 

63.28 

ESSENCE 

93 

173 

266 

16942 

63.69 

MCCALLS 

65 

633 

698 

46522 

66.65 

OMNI 

235 

80 

315 

21353 

67.79 

GAMES MRI 

122 

50 

172 

11750 

68.31 

VANITY FAIR 

134 

238 

372 

25415 

68.32 

NWSWK 

638 

409 

1047 

72844 

69.57 

WOMANS DAY 

75 

617 

692 

48525 

70.12 

REDBOOK 

27 

488 

515 

36457 

70.79 

HARP BAZAAR 

29 

257 

286 

20596 

72.01 

MODERN BRIDE MRI BltfOAtr/jL'-/ 

SELF ' 

0 

276 

276 

19975 

72.37 

39 

338 

377 

27787 

73.71 

SPRTS AFLD 

178 

38 

216 

16930 

78.38 

TIME 

785 

536 

1321 

104600 

79.18 

FLD STREAM 

544 

141 

685 

54487 

79.54 

SPORT 

261 

41 

302 

24272 

80.37 

WORKING WOMAN 

23 

183 

206 

16748 

81.30 

BLACK ENTRPSE MRI 

88 

57 

145 

12337 

85.08 

FIREHOUSE 

44 

8 

52 

4444 

85.46 

LIFE 

392 

282 

674 

58293 

86.49 

SPRTNG NWS 

175 

4 

179 

15835 

88.46 

BET HMS GRDNS 

134 

562 

696 

62777 

90.20 

RD TRACK 

275 

24 

299 

28703 

96.00 

ELLE 

26 

173 

199 

20273 

101.87 

AMER PHOTO 

124 

37 

161 

16423 

102.01 

CAR DRIVER 

292 

5 

297 

30318 

102.08 

WASH PST MAG - SUPPLMNT 

113 

53 

166 

17195 

103.58 

US NWS WRLD REPT 

281 

171 

452 

47898 

105.97 

CELEBRITY FOCUS 

0 

56 

56 

6000 

107.14 

NEW WOMAN 

2 

129 

131 

14750 

112.60 

1001 HM IDEAS 

58 

137 

195 

22165 

113.67 

HSE AND GRDN 

76 

122 

198 

22667 

114.48 

STEREO REV 

175 

10 

185 

21204 

114.62 

WORKING MOM 

22 

71 

93 

10927 

117.49 


Ca^IDENTIAL S066i98t-0S 

02575b 


Source: htl >://www.industrydocuments.ucsf.edu/docs/rfglOOOO 




ll-Sep-87 





MALE SMK 

FEMALE SMK 

ADULT SMK 

PG.4/CB 


MAGAZINES 

18-24 

18-24 

18-24 

COST 

CPM 

MTR TREND 

244 

38 

282 

33436 

118.57 

POP MECH 

269 

26 

295 

36185 

122.66 

GOOD FOOD 

8 

68 

76 

9391 

123.57 

PREMIERE 

69 

4 

73 

9127 

125.03 

POP PHOTO 

97 

105 

202 

25678 

127.12 

AUDIO 

76 

7 

83 

11130 

134.10 

COUNTRY LIVNG 

38 

120 

158 

21690 

137.28 

MS 

7 

80 

87 

12485 

143.51 

SKI 

90 

35 

125 

18083 

144.66 

BASSMASTER MRI 

94 

14 

108 

15780 

146.11 

ESQUIRE 

114 

64 

178 

28479 

159.99 

SOUTH LIV 

90 

120 

210 

35214 

167.69 

POP SCIENCE 

164 

38 

202 

34928 

172.91 

SKIING 

61 

42 

103 

18236 

177.05 

PSY TODAY 

55 

80 

135 

24312 

180.09 

CONSUMERS DIGST 

81 

14 

95 

17127 

180.28 

CPI GUIDE NETWORK 

107 

107 

214 

39300 

183.64 

FAM HANDMN 

94 

34 

128 

24710 

193.05 

HOME MECH 

128 

11 

139 

27762 

199.73 

CREAT IDEA F LIV 

10 

69 

79 

' 16740 

211.90 

MODERN PHOTO MRI 

114 

76 

190 

40570 

213.53 

BOATNG 

45 

13 

58 

12740 

219.66 

COUNTRY JRNL MRI 

0 

46 

46 

10325 

224.46 

HOMEOWNER MRI 

4 

61 

65 

14850 •, 

228.46 

NEW YORK 

72 

26 

98 

22798 

232.63 

SAVVY 

0 

44 

44 

10679 

242.70 

HSE BEAUTIFUL 

16 

80 

96 

23943 

249.41 

MTR BOAT SAIL 

34 

0 

34 

8670 

255.00 

BON APPT 

19 

55 

74 

19066 

257.65 

HOME MRI 

1 

66 

67 

17456 

260.54 

FOOD A WINE 

13 

42 

55 • 

15079 

274.16 

TENNIS 

38 

28 

66 

18104 

274.30 

BUS WEEK 

116 

65 

181 

51957 

287.06 

ARCH DIGST MRI 

81 

15 

96 

27811 

289.70 

NY TIMES MAG - SUPPLMNT 85 

34 

119 

35431 

297.74 

CRISIS 

11 

11 

22 

6622 

301.00 

COUNTRY HOME MRI 

4 

87 

91 

28400 

312.09 

CONFIDENTIAL 

025756 

90G6i98I0S 






Source: https:,/ /vww.industrydocuments.ucsf.edu/docs/rfgl0000 



ll-Sep-87 



MAGAZINES 

MALE SMK 
18-24 

FEMALE SMK 
18-24 

ADULT SMK 
18-24 

PG.4/CB 
; COST 

CPM 

DISCVR 

71 

10 

81 

27078 

334.30 

ATLNTC MNTHLY MRI 

25 

29 

54 

( 18098 

20417 

335.15 

GOURMET 

24 

35 

59 

346.05 

COLONIAL HMS - BI -MNTHLY 

55 

18 

73 

25662 

351.53 

SCIENTFC AMER - TOBACCO? 

70 

5 

75 

26393 

351.91. 

AUTOMOBILE 

32 

3 

35 

12740 

364.00 

MONEY 

134 

32 

166 

61077 

367.93 

FORTUNE 

105 

21 

126 

47104 

373.84 

LA TMS MAG - SUPPLMNT 

39 

19 

58 

22790 

392.93 

OUTSIDE 

24 

13 

37 

14639 

395.65 

AUTO WEEK 

23 

1 

24 

9520 

396.67 

TENNIS WEEK 

5 

3 

8 

3370 

421.25 

METRO HOME 

10 

31 

41 

17984 

438.63 

TWN AND COUNTRY 

25 

12 

37 

19347 

522.89 

TRAVL HOLIDAY MRI 

20 

8 

28 

15245 

544.46 

WORLD TENNIS 

12 

6 

18 

10277 

570.94 

FLYING 

25 

0 

25 

14800 

592.00 

TRVL AND LEISR 

17 

47 

64 

39630 

619.22 

CONDE NAST TRAVELER 

17 

15 

32 

21500 

671.88 

GOLF DIGST 

56 

2 

58 

41248 

711.17 

INC 

38 

13 

51 

38410 

753.14 

GOLF 

29 

10 

39 

31490 

807.44 

FORBES 

38 

7 

45 

43574 

968.31 

SATELITE ORBIT 

5 

2 

7 

11900 

1700.00 


o 

o 

N tj 
01 D 
NfTj 

oiz 


r* 


40G6mm 

Source: https://www.industrydocuments.ucsf.edu/docs/rfglOOOO- 



